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AGERLY awaited January appliance sales figures show, facturers’ shipments. Instances are reported where a dealer 

s 10 as expected, an all-time high for major devices. All with a normal January sale of about six ranges orders two 

n are moving ahead, but not at the same rate. Refrig- car-loads. Others with a 15% to 20% increase in sales in 

erators soared by a dizzy 60% over the January 1940 figures. January order three times the last year’s supply. 


- Ranges were a runner-up by 38%. Washers showed a moder- 


This range buying of course involves a very much smaller 


ate increase of 12%. volume in terms of units than refrigerators. NEMA reports 

a Such differences call for a good deal of explanation. On shipments of 50,516 ranges in January 1941, which is some 
the face of it, the sale of 142,000 refrigerator units more in 14,000 units greater than a year ago. The conclusion is that 

14 January this year than in January last could hardly reflect range inventories are up, but neither the percentage nor the 

a actual movement into consumers’ hands. And this proves to unit volume involves anything like the amount of merchandise 


be the case. ELectrRIcCAL MERCHANDISING, making a quick, as 
high-spot survey among retailers, wholesalers and manufac- 


turers, gets the followir icture : 
nt € € e tollowing picture WASHERS 


@ Refrigerator inventories are accumulating 


refrigeration. 


Here the picture is quite different. Reports 
are that the retail movement on washers is the best in history. 
Manufacturers’ 


" - ; ‘ , inventories are low or non-existent, with back 
18 @ Range inventories also are accumulating but probably : ; 
_ - orders reported heavy. 
ral not to the same degree as refrigerators " 


Dealers are 
dealers report 


actually 
they are 


complaining of shortages and many 
over-sold and are selling from floor 
samples. In sections dealer reported up as 
much as ‘25%, against the national increase of 12% reported 
in manufacturers’ shipments. 

It seems clear that one reason why dealers have not bought 
washers for inventory to anything like the degree they bought 
refrigerators and ranges is because the manufacturers have not 
been able to supply the goods. This situation is no doubt 
effected by the fact that the plant of one of the largest washer 
manufacturers was on strike, with a consequent inability to 
deliver. Also, perhaps, financing refrigerator inventory has 
reduced the ability of many dealers to make any heavy increase 
in their washer stocks. 


@ Washers are moving rapidly into consumers’ hands 
22 about the rate of manufacturers’ 
- tors and retailers. 


REFRIGERATORS ... The total production of 


- refrigerators in January 1941 was 376,214 units. Compared by 
sizes, the six-foot box shows an increase of 92%, or nearly 
double the 1940 shipment, according to NEMA figures. The 

29 retail movement of these refrigerators cannot be exactly deter- 

mined but it is clear that it has not yet developed in propor- 

tion to manufacturers’ shipments. 
Dealers have anticipated price increases 
shortage, 


shipments to distribu- some sales are 


electric 


and possible market 





wise and some distributors report dealer orders as much 
as 100% ahead of 1940. Some large retailers report January 
sales as little greater than January a year ago. Others, how- HE conclusion is obvious. The appliance trade is opti- 
ever, report good January increases, and some reports state mistic. Many retailers see the buying power of their own 
35 that as much as half the dealer buying is for immediate con- communities increasing at a rapid rate and know that greater 
37 sumer sales; also that inventory had been greatly depleted appliance sales are sure to result. They evidently have had 
at the end of 1940 and some stores had accumulated in Decem- the conviction that prices were due to-go up—and in respect 
66 ber back orders or advance orders for the new 1941 lines. to refrigerators this has already been accomplished. 
February retail sales showed an increase. It seems that How nearly price increases on ranges and washers impend 
4\ distributors and many retailers are considering the first quarter is not known. However, it is certainly indicative that the 
on; as a whole, and placed their January orders accordingly. It average W: asher price increased from $72.60 in January 1940 to 
is clear, however, that there is in the hands of the trade a $74.80 in January 1941. This average increase was due not to 
“a large inventory. i in list prices but to the fact that the trade sold up 
in the higher brackets. Sales of the Below-$40-models declined 
ae RANGES i i T as from 6.24% of the January 1940 volume to 3.40% of the 
Here, too, is advance buying. The trade antici- ; . a7 die’ 
ae Parr . uary 1941 volume. In the $70-and-over classification sales 
pates price increases and possibility of shortage. Here, too, : ‘ ai ae ae 
50 > . : : : January 1940 amounted to 29.72% of the total, and in 1941 
February retail sales were above January but below manu- ee aie a ee eee “be, '-= Ripe 
— . . : to 32.54%. This is significant, indicating that the public are 
more receptive to higher prices and forecasting the probability 
5! of list increases by the manufacturers. 
The current situation, with the public highly receptive 
* McGRAW-HILL PUBLISHING COMPANY, INC and with increasing purchasing power, and the trade carrying 
o = o . - ; 
« JAMES H. McGRAW, Founder and Honorary Chairman large stocks of two of the most wanted appliances, calls for 
active and energetic promotion and selling, especially by the 
56 jeune B. eae. Ir ee Nn, ap, Sate retailer. Conditions are favorable for dealers getting their 
full prices. Now, more than ever, the folly of price-cutting 
B. R. Putnam D. C. McGraw J. E. Blackburn, Jr : ie : : 
6? reasurer Secretary Director of Circulation heavily underscored. 
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With the One and Only 
MatHo-Martic Nozzle 


akes the Guesswork out of Housework” © As the cleaner rests on 


the rug with its handle 

in an upright position 

the nozzle pushes down 

gently but firmly into the 
nap of the rug. 







DELUXE MODEL 11 


"9." 


® As the handle is pulled 
y; YY) P 
Ui a back to normal cleaning 
position, the nozzle auto- 
matically rises to exactly 


the right height for most 





Ae Ma M efficient cleaning. 
fe ré 
eed, 350-watt, ball- 
iring motor; Search- 
ball-bearing motor- 
riven brush; foot-con- 


rolled handle release; 
ick crinkle and pol- 
ed aluminum finish. 


@ With the cleaner in oper- 
ation, a perfect suction- 
seal is effected. The rug 
is vibrated and gently 
but thoroughly cleaned 


on a cushion of air. 





: ; eee rege, in. Some, Rane ot bare Flense--che EATHO- 

wn buggy, dealers have be Ce > Nozzle automatically adjusts itself to any of them. Your 
ing high and low for sure-fire ways to sell “high-quality, ee Co kehp os ot enpireapralgraindart pe a arg, 
See” dean staan eas ae oe — ~place- ee 
At last that prayer bas been answered! ... Gentlemen, ‘the most dramatic—and the easiest—demonstration the vacuum 
tip your hats to the MATHO-MATIC Nozzle. | aie gp: anata It will sell cleaners—high-quality, 


l’s a sensational advancement—the one and only mathe- zed 236 om 
4 »natically exact, automatic, self-adjusting nozzle! Any good 
- notor-driven-brush cleaner, as everybody knows, will do 
. good job of cleaning a its nozzle is properly — 


- Tjusted. With a mere flick of your wrist you can show = 
djusts itself with mathematical precision to any floor 9 
' : .tface! Here’s that exclusive, all-important sales feature 
_ \va've been looking for—the MATHO-MATIC Nozzle Premier Division, Electric Vacuum Cleaner Co., Inc. 


‘at has made even recently purchased cleaners obsolete. a Cleveland, Ohio 
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Above: The first Plan Book produced by the 
League to promote a cooperative market develop- 
ment program in Cleveland (1920). At right: A 
typical lighting installation in a Cleveland Heights 





To mark the twentieth anniver- 


home nearly 20 years ago. 


sary of a neighborhood weekly 

newspaper the Heights Press : ; : ; 

Jack North of the Cleveland Elec- Che Electrical League come about the We have seen thriving shopping cen- 

tric League wrote the publisher a ame time ters established in many neighbor- 

letter of congratulations. During most of the past twenty hoods as a result of the foresight ot 
This year also marks the twentieth years, | have lived in Cleveland merchants who had faith in the 


anniversary of Mr. North's associa 
tion with the League. And in his 
letter he reviewed so many interest 
ing circumstances, and brought out 
so much of the wonderful develop- 
ment that this period has seen in 
Cleveland in the direction of better 


Heights. 

In these twenty years, you, Sam, 
and I have seen amazing changes in 
the Heights, and we're justly proud 
of the progress of the Heights com- 
munities. 


Heights’ future. We have seen trans- 
portation improved, and _ beautiful 
theaters and apartment buildings con- 
structed, and wide thoroughfares and 
extensive park systems developed. 
We have seen schools, both private 


living that we asked permission to We have seen Cleveland Heights and public, established in our Heights 
and Shaker Heights expand and be- communities, schools that rank with 

reprint the letter. I : 
Out of Mr. North's scrap book come beautiful residential communi the finest in the land: and we have 


we have borrowed the illustrations 


are famed all over the coun- 


try We lave 


seen churches and temples erected, giv- 


which show dramatically the change seen University ing evidence of the high moral char- 
from that time to this. Heights become a city almost over acter of the people in these communi- 
EDITORS NOTE igh and we have watched the ties. 


JACK NORTH, President 


other neighboring 


The Electrical 
League, I have observed other changes 


As president of 














THE ELECTRICAL LEAGUE 
M S Editer and Publis J. E. "Jack'’ North, Electrical League 
Phe Hi ~ of Cleveland president, as he ap- 
( ' ' peared about 1920. 
Friend San in the last twenty years—change: 
I underst you our standards of living—that seer 
eleb g 20 iversary me to be particularly significant 
the inding I leights Pre In these last two decades, electricity ~ 
My arty gratula and has revolutionized the way of living © ; | 
\ ( y su sful every Heights family. a 
happ is editor and publishe When I first moved to the Height: ss 
your ex ent weekly ! the average American family ; Ke 
When amie vy attention t possibly 400 units of electricit ha 
vent uve pass« nee year. Today the average family ye 
ir pape ublis} Greater Cleveland uses almost 1%) 
I it I irk units, and the average family ’ “ 
ina é y Ab e time Heights uses considerably mor a 
got out your first issue r ea 1,000 units. ne 
iated with The Electrical League Directors of the Electrical League of Cleveland—1920. From left to right: J. A. 'wenty years ago, most » ha 
Cleveland So the 20th anniversary Fitch, R. C. Baumgardner, R. D. Pazson, S. C. Hansen, Secretary, R. D. Ingle, lighted their homes with electric - 
of The H Pre and the 20th P. B. Zimmerman, President, J. B. Griffith, Harry Hutchisson, Vice President, J. E. and some had electric cleaners, was We 
at 4 ation w North, Treasurer, David Aitken, Sr.. C. M. Baxter, R. L. Rathbone. ers and irons; but these were abou 
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Twenty years have revolutionized 
this community thanks to electricity 
and the Cleveland Electric League 





Jack" North today after eighteen 
successive years as Cleveland's 
League president. 


changes 


nly uses made 
at set = 


of electricity in 
aad me. Electric ranges, retriger- 
electricity" @'" “tee radios and 
if living of ther applications of electricity 
re still in the future. 
the other day, I 


conditioning, 


was looking 
igh some statistics which showed 
t back in 1920 there were only 21 
tric outlets in the average 
C Contrast that 


home 
with to- 
the 
electric 
significant 
it shows that in twenty years 
have entered a new era of living 
€ electrical era. 

We simply could not have had the 
velopment of the Heights without 


leveland. 
the 
has 


ay, when 
‘ight 


ncigy 


home in 

than 75 
wets! This contrast is 
AUS 


average 
more 


Above: A Cleveland Heights home of 

today equipped with Sight-Saving lamps 

is in sharp contrast to the picture at 

the left. To right: And this is a modern 

electric kitchen in a Cleveland Heights 
home of today. 


the development of electricity, too! 

In the average Heights home today, 
electricity great share of the 
hard work and affects practically every 
phase of our living 
the hon 
mare time to spend with her family and 
to enjoy life. 
tects health, entertainment, 
and makes life much richer for every- 
body. 


does a 


It creates leisure 
hours for lemaker—gives her 
It adds to comfort, pro- 
provides 


Let’s take a quick glance into a typi- 
cal Heights home, and say we time 
our visit so that we arrive on wash- 
day. 

We go down to the basement and 
find the laundry is bright with plenty 
of light. The next thing we note is 
that the electric washer has taken over 
the job of washing the clothes. And 
when the clothes out of the 
washer, there’s the electric ironer to 
take over the ironing. I don’t know 
whether or not you realize it, Sam, but 
today all a woman needs do when 
she irons is to sit and guide the clothes 
through the ironer. The days of long 
hours of drudgery over a wash tub and 
an ironing board, with aching back and 
burning feet, are gone forever. 

While we're in the basement, let’s 
take a look at the heating plant. In 
this modern home, electricity runs the 
furnace. It operates the thermostat, 


come 
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Cleveland Heights did not have illuminated bird baths, garden 


lighting and electrically-driven 


and feeds the fuel into the oil burner 
or stoker. In the house that has mod- 
ern winter air conditioning, electricity 
also circulates filtered air, of the de- 
sired temperature and with the proper 
moisture content, into every corner of 
every room. 

Now into the kitchen. 
Here you will notice that a most amaz- 
ing change has taken place in the 
twenty years. 


let’s go up 


Today the trend is for 
kitchens to be all-electric. This means 
a well-lighted kitchen, equipped with 
an electric refrigerator, an _ electric 
range, and an electric dishwasher and 
disposal unit. And it means, also, that 
the family has various small appli- 


ances, such as an electric percolator 


lawn mowers 20 years ago. 


or coffee-maker, an electric toaster, a 
mixer, and perhaps a roaster, 
role, waffle-baker and grill. 

Today you'll find an electric re- 
frigerator in practically every Heights 
home—because have 
that the refrigerator saves 
time, work, food, health and money, 
and even pays for itself! 


casse- 


people learned 


electric 


As you also know, day by day more 
and more Heights families are install- 
ing electric ranges, because of the 
superiority of electrically cooked food, 
and electric has 
proved itself to be so clean, certain, 


because cooking 
safe and economical. 

And the dishwasher and disposal 
(Please turn to page 46) 
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nt and Location 


itely or through the trial and error 
system the percentage-location that 
gives the maximum of sales 


usually 
with the minimum of rental. 

Recent studies made by ELECTRICAI 
MERCHANDISING point toward the pos 
ibility of establishing the location of 
the most desirable spots in a city or 
town for the selling of major appli 
ances The reason we believe this can 


is because the method of sell- 


” d ne 
i washers, refrigerators, etc. has 
become pretty standardized. 

Then, too, traveling about the coun- 
try for quite a number of years we 
have noted certain tendencies in pick- 
ing a new place from which to do 
business when an electrical dealer 

oves. Also we have had an oppor- 
tunity to study location in connection 
with which electrical merchants make 

do not make money. 

Let us have a look at the occupancy 
expense of a number of businesses, 

any of which sell major appliances 


but do not depend on appliances alone 






FAIRCHILD AERIAL SURVEY 





for their main source of profit 

Occupancy 

Types of Stores Percentage 
Jewelry 6.4 
Department 5.3 
House Furnishing 5.2 
Radio 5.1 
Drug 48 
Musical 4.7 
General 3.9 
Auto Accessory 3.7 
Hardware & Furniture 3.5 
Electrical Dealers 3.5 
Automobile Dealers 1.2 

These percentages are average 


and without respect to location. H 
ever we know such stores as jewelry 
department, drug, musical, aut 
cessory, etc depend on “traffic” 
large share of their business. Nine 
to one hundred per cent of their 
are made to people who come to 

to make their purchases. 

It is a bit startling to find th 
trical dealer with an occupan ex 
pense almost as high as many 
ibove businesses. Records suppl 
us by 361 electrical dealers sh 
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per cent—Major appliance dealer representing 
one 


line. 


_ 8 open sag 0 a store doing a good job in Wide range of occupancy cost among dif- 


10 40 per cent-—Only hardware store selling sootteniare ferent types of retailers selling appliances 
. only in a very limited way. 


1], 25. per cont—Electrical dealer on a side street but By Ernest C. Hastings 
* doing a good job. 


12 35 oad cent—Electrical dealer on good corner but 
* number of people passing limited. proximately 67 per cent of them selling is from stores in relatively low rent 
Decupancy ibove SU per cent of their washers listricts It is for this r " . . 
Percentage 20 per cent -Major appliances and radio with a v retrigerators, etc., outside the store aking a survey to tr 
“ 13. successful service and repair department. ie and the other 33 per cent below 50. the part played by | 


.3 The range ! l g MANCY 
5.1 20 * wav trom one to one hundre ) Yo 
or 14. per cent—Major appliances. aegis Resse : ; Pots 
47 reflect method of ] t] 1 


1 15, 5, per cont—Electrical dealer in the center of the ee ee ee ee ee ee 

* block about 12 blocks from the center of city. ~eiy ima) Ra tga all dr signed 0 hageseapcber indir 

16. 5 per cent—Furniture store with fine appliance de- ge geo ae ee ee: EA 
partment. About 18 blocks from center of city. et ee ee we a ee eee 


17, !5.per cont—Major appliances only. About 8 or 9 nll erg Sy a hgmoy 


3 
3 
3 
| 


4 


18, '2_ per, cont—Major appliances. Almost across the en ae a: 


19 Tics date saplies, A lust 20 blocks fom _eoseese ao 
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When home economics gals of the Nebraska 
Power Company turned into ''Mystery Shop- 
pers'' they did a lot to improve the quality of 
retail appliance sales people's approach in 


the sales of light conditioning equipment 


Stepping Up 
UNIT 





HOW THE MYSTERY SHOPPER IDEA WORKS 


The Nebraska Power Company has introduced a new wrinkle into the business 
of training retail store salespeople into smart merchandisers of Light Condition- 
ing equipment—lamps, bulbs reflectors and the like. Some fifteen 
home service girls, in addition to other employees, go out on shopping tours of 
the various retail electrical appliance merchants and endeavor to buy some 
simple article such as a 25-watt lamp bulb. They are known as ‘Mystery Shop- 
pers’ and, if the sales person is not satisfied with selling them the specific 
article they ask for and elicits sufficient information about the use to which the 
lamp bulb is to be put to warrant the sale of some additional light conditioning 
equipment, then the “Mystery Shopper 
present of $1 for their efforts. 

The Mystery Shopper 
and the 


adaptors 


congratulates them and gives them a 
in most cases, is unknown to the sales person in the 
both in revealing weaknesses in retail sales approach to 
ighting needs and uncovering the places where a splendid job was being done— 
especially where a Light Conditioning Service Center had been installed—justi 
fied the modest expenditure in prizes. 

Mrs. B. E. Marsh, sales manager of the Nebraska Power Company and one of 
the most intelligent sales strategists in the appliance field, was responsible for 
the idea. Herewith are some reports from typical “Mystery Shoppers” and their 
unvarnished accounts of the reception they were given in their attempts to make 
better merchandisers out of the various retail electrical appliance and lighting 
dealers in the community. Many more reports are available for those interested 
but the samples given here are typical 


store results 











tilted the shades that I could see 

MYSTERY SHOPPER ion dilaeite Hiteenns tee deitad Mak 
CALL NO. 1 id the soft Tigh 

, [ asked her if I’d get as much light 

“é Want to buv a light bulb.” from the Silver Bowl as the other 

I 1 y vou want to use it 2’ ind she explained the loss of light 

“Tust in a lamp n an ordinary bridge lamp, while with 

WA at kind of a lamp?’ the \daptor, the light was reflected 

Like ne bridge 

lamp.” She asked e if I had ever used 

S hen proceeded to tell : ibout Silver Bowl lamps and when I told 

4 \ lap T t \ } | ha | had een them displayed, 

pecially for bridge lamps, that used but had never had any and she told 

t Silver B Bulb She demon e that they were the coming thing 

ited 9 ig ry with ) Phe he ld me about the Adaptor 

bridge lamps, one using the Adaptor equipment ide to use the Silver 

vith the Silve Bow! lamp and Bowl bulbs, stating that their equip 

ve ’ 9 1 fl) " ) ) + t vould be 1 1 tew davs and 
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POTLUCK 


> PARCHEESI 
a. a f 


2 PARCHE ES) 
—— 


Mrs. Mary Rogers was in charge of the Light Conditioning Service Center at the 


S. S. Kresge store when the “Mystery Shopper" called. 


P. S.: She earned her 


dollar. See Mystery Shopper Call No. | below. 


Light Conditioning Sales 


would like to have me 
in and look at it 


that she come 


There were several people waiting 
to be waited on, so I told her that | 


wouldn’t take any more of her time, 
but would take the 
Bowl and adaptor. 
and said that she was glad to explain 
anything. She then told me that for 
just two cents more I could buy the 
100 


60-watt Silver 


She was very nice 


watt Silver Bowl lamp which 
etter light. I said 
that I thought the 60-watt would be all 


that it 


even I 


would be cheaper 
Immediately, she bre out the 
that the operating 
and that there was 
difference between the 60- 
100-watt. showed 
ne the Adaptors in the Guide, ex- 
plaining that they would have them in 


in a 


‘ 
; yught 
Guide to show me 
low 


cost was very 
very little 


vatt and the She 


few attractive 


were, easy to install, etc. 


days, how they 
I didn’t wait 
to get to the operating cost 
comparisons, as 


2 } ~ 
ior het 


there were so many 
people waiting for her. 

I told her that I would be back to 
look at the adaptor equipment, but 
would take the bridge adaptor and 60- 
avatt Silver with me. As soon 
wrapped the package 
and given me my change, I gave her 


Bowl 


as she had 


the dollar and Mystery Shopper Card. 
She let out a yell and two other girls 


came over and asked her what had 
happened, 
She said, “Why we were just 


shopped Monday—and we don’t have 
our equipment in yet—I didn’t think 
we'd be shopped this soon.” 

She is a very pleasant sales person. 
Even with several people waiting for 
her, she does not 


seem to hurry 


through with a customer. I had to 


MARCH, 


wait quite a while too, and she 
me she was sorry and would wait 
me just as soon as possible. 


had 


on a customer who wante 


she waited on me 


had waited 


Bef re 


some item that had to be brought 
from the After she 
sent for it, waited on me. A! 
while she waiting on me, 
stock boy came up with the wi 
had to be sent down for 
one, and finally brought 
This ma 


store room. 
she 


Was 


item, 
correct 
what the customer wanted. 
quite a interruptions, but Mis 
Rogers very pleasant throug 
it all, didn’t get confused, and wou 
start right in with her lighting 
where she left off 


few 


Was 


Expenditures: 1—BP2 $v. 
1—60SB - 
Prize I 


MYSTERY SHOPPER 
CALL NO. 2 


s6¢ FT WISH to purchase a light 
“Where do you want to us 
“Bridge Lamp—a 60 or 75 watt! 
He tried his best to get her to sug 
gest a Bridge Adaptor and Sil\ 
Bowl Lamp, but the clerk nev: 
suggest it. 
He gave her the Mystery Shopp 
card. 
NOTE 
The Dealer Advisor found o1 
it was the relief girl who is 
to relieve at all counters duri 
lunch hour. 
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WYST 
CALL 


EN 
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stand 











but Mis 








Mrs. Harry Petersen seen here at the Light Conditioning Service Center of the 





Petersen Hardware and Electric, earned her dollar, too, when the Mystery 
Shopper came round. See Mystery Shopper Call No. 3 below. 





WYSTERY SHOPPER 
CALL NO. 3 


ENTER the 


desperately for the 


store and look around 
( ondi- 


1 


Light 


ng Center, not knowing I am 
sanding right beside it, for it is not 





ghted. 
approaches promptly and 


\ lady 

easantly. (Mrs. Harry Petersen.) 
I’d like a 60-watt bulb.” 

“Would you like something in indi- 
t lighting, these 
wl bulbs ?” she asks. 


such as Silver 


“No, I just want a 60-watt bulb 
ra bridge lamp.” 
‘Here is what you should use!” 


e replied, picking up a 75-watt Silver 
owl bulb after muttering something 
out a 100-watt and not seeming to 
te one readily. She put the bulb 
an adaptor and lighted it for me. 
‘You see!” 


a 


she said, “This gives a 


soft light.” 


Yes it does!” | said, “But good 
ivens, that’s an awfully big bulb 
tra bridge lamp! I'll bet it costs 


ut ten cents a day to operate.” 
Oh no!” She assured me, “It is 
ty reasonable to operate!” And she 
Westinghouse Lighting 
tide quickly to the page showing 
erating “You see, 
ws that you can operate a 75-watt 
lb for 60 hours for only eighteen 


ened a 


cost. here it 


Well!” I said, “That is reason 
e, isn’t it? I'll take it.” 
Perhaps you could use some of 


continued. 
used in bedrooms and 


se other adaptors!” she 
ese can be 


ese can be 


used in living room 
tur g 
Do you have some way I could 


se out in my home?” 


Yes” she replied. “You leave me 


lame and address, and one of 
Home Service Girls from the 
‘oraska Power Company will be 


» call at your home 
e adaptors on trial.” 


and put 
D th 
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I present d 


my card (to her amaze- 


ment and embarrassment) and one 


lollar . iplimentino her her ex- 
° l g | ; 

aolar®r con plimentin ner on ner ex 

cellent 
She 


presentation. 

then asked 
me a couple of questions about how 
to read the Lighting Guide, and I told 


had a win the 


and her husband 


her she chance to 
grand prize. 

She said she had her doubts at first 
about the Lighting Center but that 
people were beginning to take interest 
in it and she believed it 
to be a good thing. 


was going 


Expenditures: 1-15 Adaptor | 
j 


175 WSB $0.85 
Prize 1.00 
$1.85 
MYSTERY SHOPPER 
CALL NO. 4 
HERE are a number of custom- 
bo in the store and the clerks 


are all busy in a casual sort of way. 
I wait by the Westinghouse Lamp 
Counter looking as alluring as possi- 
ble. Five minutes go by—and no sign 
Ten min- 
utes go by—and I pick up lamp bulbs, 
look at them and put them down again. 


of recognition from anyone. 


Fifteen minutes go by—and clerks 
trot around ignoring me completely 
while they wait on others. After 
twenty minutes—(and to call atten- 


tion I am about ready to drop bulbs 
on the floor in hopes that their pop- 
attention ) 
young clerk approaches me in a rush 
with a hurry up “What do you want” 
air. 

“Something ?” 

“Yes! I'd like 

“What size?” 

“Oh, about 25-watt.” 

Whereupon he flips up two bulbs, 
tests them, and is ready to put them 
in a sack. 

“T tell what I have!” I said. 
“T have a couple of wall brackets— 


ping would arouse one 


a couple of bulbs.” 


vi ju 


Another alert merchandising business in Omaha is the Orchard & Wilhelm Com- 
pany. This is their Light Conditioning Service Center which they feel is bound 


to be a success. See Mystery Shopper Call No. 5 below. 


You know! 

He looks at me uncomprehendingly 
and 
to talk to another customer 
minutes. 


Over a fireplace 


rushes away suddenly—but only 


for three 


“[ have a couple of wall brackets 
with cardboard candles on them—you 
know—” I continued. “Is this the 
thing I can use in them? It 
seems to me these plain bulbs kind 
of glare.” 

“Well then!” he said, “Use 
flame shaped bulbs!” he said, picking 
up a flame-tint. 

“These don’t give very much light 
do they ?” T asked. 

“Well then!” he offered, “Use the 
white flame-shaped bulbs.” 


best 


these 


“Ts that the only thing I can pos 
sibly use on those brackets?” | 
asked finally. 

“Guess it is!” he concluded 

“What watt are these?” I asked. 

“Twenty five—just what it says or 
the bulb!” 

And so he sold me 30 cents 
of inadequate lighting. 

I then presented my card and took 
him back to the Light Conditioning 
Center, showed him how he could have 
sold me two S-8 shades for fifty cents 
plus 60-watt inside frosted bulbs. 

He explained that I should have 
talked to Electric 
Department—that he only sold tires 
or something of the sort 


RECOMMENDATION: 
store get all its Lamp 
spot so that the clerks who do know 
something about lighting will be the 
ones to wait on customers 


wall 


worth 


someone in the 


1 
+} 
tnis 


That 


3ulbs in one 


MYSTERY SHOPPER 
CALL NO. 9 


Y APPROACH: I want a couple 


of bulbs, twenty-five watt. 
She promptly asked me where I in- 
tended to use the lamps, and I told her 






in two wall candle brackets over a 
hreplace. 

She at once suggested S-9 Shades, 
but was uncertain as to whether I 
should use 60 or 40 watt bulbs. En- 
couraging her by telling her I wanted 
the most light 
rather hesitatingly 
watt lamps. 


When I! 


cost, she 


without glare, she 


recommended 60- 


asked her the 

the Guide, but 

finding the cost” 

After my find 

as casually as I could, she did 
give me the operating cost. 


When I requested a 


operating 
referred to 
had _ trouble “low 
pages. helping her 
them h 
demonstration 
she said she 
would arrange for it through the Ne- 
braska Power Company. 

Mrs. Harris had the 
the way 


of lighting in my home, 


right idea all 
through and showed sincere 
interest in my problem and _ interest 
in the merchandise she had to solve 
that problem, so I gave her one dollar 
and then spent some time with het 


and others in explaining more about 
lighting and the use of the Guide. 
The Department Head was exceed- 
ingly cordial, and obviously Orchard’s 
are anxious that this year the Lighting 


Center should be a success 


MYSTERY SHOPPER 
CALL NO. 6 


RS. EVENSON has a very nice 


approach. She smiles a 
deal and was extremely courteous in 
needs. 

“T want to buy a bulb, pleas« 


“Where do you intend using it?” 


finding out my 


“In my kitchen.” 
fixture 


“What kind of a you 
have in your kitchen?” 
“Well, Iam just using the bare bulb 


now. I had one of those glass shades 
but I broke it a few 
have never replaced it. 


(Please turn to page 


weeks ago and 








Consumer's groups bul- 
letins have 135,000 sub- 


scribers 


many more 
readers. 
vO! ) 
ng are su 
i { ime 
1 v] 
135 iM) her 
, 
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By Tom F. Blackburn 


Consumer groups are asking plenty of questions 


and a ready answer is the best sales argument 


When nozzle 
floor the flow 
chamber is de- 
cleaning effi- 
If the lips 
from the 
seal is broken and the cleaner 
is inefficient. 


length of the rug pile? 


] 


lips are too close to the 


of air into the fan 
creased and therefore 
ciency is also de creased. 
of the nozzle are too far 


rug, the 


4. Is the bag closely woven and of 
good size? It should be large so as to 
surface for the air to 
I should not hold more than a 
pint of dirt. The bag should never 
be washed Is it easy to 


1 
provide a large 


remove, 


1 switch near the top of the 


disconnecting the cleaner cord 
from the convenience outlet, grasp the 
outlet plug rather than the cord. Never 
pull on the cord. 


Is there 
handle 


UESTIONS 
People As 


for convenience in using? 

6. Is there an Underwriters L 
oratories seal of approval on the cor 
Is it 20 ft. long? 

7. Try one of the attachments 
use on furniture and walls before 
buy. Are they convenient to use? 

8. Less energy is required to dra 
the sweeper slowly over a rug sect 
a few times than to draw it rapi 


over the same place many times. Fo: 


efficient cleaning, a speed of not n 
than 1 ft. per second is the most ec 
nomical of human 
longer to remove the 


energy. It tak 
same soil fr 
rugs with a suction machine than wr 
i suction motor-driven brush mach 
What type of cleaner is best su 


1 


wr cleaning your thin or thick 


rug ? 
9. Is the cleaner light enoug! 
weight to make it easy to carry 

the house and upstairs? 

According to Ruth Beard 
Thelma Beall of Ohio State Univer 
sity, these are the things that w 
want to know about vacuum clea! 

1. The cleaner should be pushed 
pulled at the rate of about 2 it 
second. If the cleaner is operated 
faster, cleansing effectiveness is | 
ered and time and energy is waste 

2. The 


fact ry 


time necessary for sat 
cleaning of a rug. wit! 
straight suction cleaner is longer t! 
with the use of other types of vacut 
cleaners. Thorough cleansing 
rug means not only removal of ! 
surface dirt and litter, but removal 
embedded dirt as well. Therefore, 
a straight suction cleaner is used 
satisfactory minimum cleansing 
should not be less than 25 min. | 
week on a 9x12 rug. Thirty to * 
minutes per week would be much m0 
desirable. Upon this latter time ba*4 
the rug should be cleansed ; yout 
continuous minutes once every We 
and two other cleansing periods 
about 5 to 10 minutes. 
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The cleaner should be pushed or puiled at the rate of about 


two feet per second. 


cleansing effectiveness is lowered and time and energy is 


wasted. 


lf the cleaner is operated any faster, 





sMbout Vacuum Cleaners 





ers L 
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3. The speed of operation for a 
brush agitator type should be about 


+ ft. per 


cleaner is 
erated any faster, its effectiveness 
s lower. 


second. If the 


4. The brush operated type of 
cleaner should take care of a rug in 
tt less than 20 min. per week. Upon 


this time basis the should be 


leaned 10 continuous minutes once a 


rug 


week and two other cleaning periods 
of about 5 min. each. 

5. Empty the bag after each period 
of using the cleaner. The bag is not a 
storage place for dirt and its presence 
decreases the efficiency of the machine. 
Turn the bag inside out at least once a 

ionth and brush the cloth with a stiff 
bristle brush. 

6. Threads and hair which may be 
vound around the brush roll should be 


removed at least 


once a week at the 
me of cleansing the bag. Cut them 
ith scissors close to the roll and 


remove with a comb or hook. 


7. When disconnecting the cleaner 


rd from the convenience outlet, 
grasp the outlet plug rather than the 
ord. Never pull on the cord. Wrap 


the cord loosely around the hook pro- 
vided for this purpose on the cleaner, 
and avoid kinking, twisting or strain- 
Ing it. 

Says Bernice Dodge, editor of Bet- 
ter Buymanship series published by 
Household Finance Corporation: 

l. The real cost of the vacuum 
cleaner is not the purchase price alone. 
lt is determined also by the number 
of years of efficient service the cleaner 
will give without expensive repairs. 

2. An average of about 4 per cent 
of the dirt from vacuum 
Cleaner bags is composed of sticky, 
Steasy particles. These cake the dirt 
together and make it more difficult to 
Temove, In cities where the grease 
irom. automobiles is tracked off the 
Strects, where there is soot off cooking 
fas, more of the sticky matter- gets 


removed 


into the rugs than in the country. 
These sticky substances cause the dirt 
to coat the wool fibers giving them 
eventually a dull, dingy appearance. 
For this reason it is necessary to have 
the rugs shampooed occasionally even 
though an efficiency vacuum cleaner 
is used, 

The amount of 
fan is not 
in wl 


suction from the 
as important as the way 
lich the suction is applied by the 
particular and 
upon the and 


cleaner this depends 


balance design of all 
the cleaner parts. 


The 


determines 


revolves the fan 
than 


motor which 


more any other one 


factor how long the cleaner will con- 


tinue to give good service. 


The speed of cleaner motors varies 
from 6,000 to 12,000 revolutions per 
How about weight? Is the cleaner 


light enough to make it easy to carry 
about the house and upstairs? 
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minute. Exceptionally 


wear out a 


high speed 
motor faster than 
slower speeds because there is more 
friction on the bearing but the life of 
the motor is influenced also by motor 
and bearing design and workmanship. 
The carbon brushes of the motor are 


may 


the first part of the motor to need 
replacement. 

The handle, if the cleaner is well 
balanced, will not overturn it when 


it is left 

Small junior cleaners usually have 
half the cleaning power of the 
and take 
the same work. 
On reconditioned cleaners look for 


in any position. 


large 


ones twice as long to do 


the metal place stating that it was 


factory 


rebuilt by the 


riginal manu- 


tacturer 







Insist on operating the cleaner your- 
self instead of letting the demonstrator 
do all the operating. 
are willing to let you try a cleaner 
in your.own house for 24 hours after 
demonstrated. This 
will give you an opportunity to torm 
independent opinion. 

How This 


from 10 to 21 pounds on most clean- 
7 ] 


Most companies 
a salesman has 


about weight? varies 


he newer models have 


} 


ers. Some of t 


been made lighter by the use of mag- 
nesium and bakelite in place of the 
heavier steel. Nevertheless the weight 
of the cleaner | 


to ease of pushing, 


vears little relationship 


Che heavy cleaner 


is not necessarily the most tiring to 
operate as you will discover after 
testing a few 

How about stunts? Women are 
told that removing the bag to let them 
see how much dust is being blown 
through is not a test of efficiency. 
Stunts such as sprinkling soda, sand 


or floss on rugs does not duplicate the 


actual conditions of service in . the 


home. Cleaners which blow odors 
into the room, women are told, are 
pleasant but really are not disin- 
fectants. 

These are samples of the questions 


women are’ told to bring up when 
Undoubt- 
edly there is a need for manufacturers 
of appliances of all kinds to pass out 
much more complete information about 
their products. In 


session of the 


they buy vacuum cleaners. 


the July 
American Home 
Association in Cleveland a 
committee was appointed to assemble 
data on “What young 
feel they should have 
household equipment.” 
biased, 


fact, at 
Eco- 


nomics 


housemakers 
learned about 
General, un- 
information, 
aside from the competitive point, is 
sorely needed, the home economists 


noncommercial 


say, and its dissemination will do much 
to remove any of those questionable 
factors that block 
these appliances. 


more wide use of 
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Six Letters a Day Keep the 
Doctor Away 





Six letters a day outline a new proposition. 
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DONT FORGET BULBS 


say ‘I want a half doze vf th se.” 

s a result the local agent, Claude 
Elliott and his assistant, Miss Wilma 
Webster, sold $937.32 worth of lamp 
yuulbs over the counter during the one 


month of Octobe The record is the 


more remarkable in that the office is 
located in a district in which from 40 
to 60 per cent of the residents are 

[he promotion was a part of the 
lamp bulb campaign which was a com- 
Mr. Elliott credits 


panywide event 
drive to the fact 


success Or the 


attention of the customer was 


that the 


attracted by the mass display of bulbs 
ind that he and his assistant made it a 
int to ention the campaign to 
evervone who came into the office. 
After regular business was transacted, 
they would pick up a box of lamps 


- ait as 
ind make a little speech along these 
lines: “Mr 


i special lamp campaign and there has 


been a reduction in price on some 
lamps For instance, the 60-watt 
lamps which were 15c, are now only 


13c. We conduct this campaign once 


1 year to encourage better light and 
etter sight We believe that it is 
more economical for you to replace 


lamps as soon as the bowls be- 


come so dark that you get only a por- 
tion of the original light. By moving 
these into the clothes closets and little- 
used places and replacing them with 


new bulbs, you get more light for your 
money and protect the eyes of your 
childret 

If the customer, after this talk, de- 


purchase a halt dozen 60-watt 
+ ..88 


yr 40-watt bulbs, the carton 
] on the counter and the talk 


hen goes on to cover the importance 


selected 


is placed 


~ higher wattage bulbs for kitchen 
ind living room. The result of such 
i talk is that the customer usually 


goes home with a representative as- 





yrtment for his household needs. 

A careful record of such contacts 
shows that one sale was made for 
every fifteen people approached. In 
] ] oct | ] , 

i vidual sales were made, 
wit 1 total of 6,904 lamps. Of these 
4.158 lamps wert f 60 watts, 1,368 


r than 60 and 
The 
amounted to $937.32 


imps Ol a wattage nign 


ghe 
1.378 of a wattage below 60. 


1 
SAiCS 






You can't miss that sign—it accounted for nearly $1,000 in lamp bulb sales in 
@ single month. 
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Store, Newark, Ohio, dealer for We 
inghouse, devoted a street window 
play to Fiberglas, which is mad 
Newark and is used for insulation 
Westinghouse products. 

Crowds blocked the windows ever 
afternoon and evening, and of the 


Insulation Displays Helps 
Increase Sales 


REATING sales by product ad- 
vertising hit a 
when The 


here 
Carroll 


new high 


recently John J. 








SQwENS ~( & ANING 
FIBERGLAS 


een . 
COR POR ATION 
) —— 








The John J. Carroll Store, Westinghouse dealer in Newark, Ohio, used this win- 
dow display of Fiberglas, which is made in Newark by the Owens-Corning Corp. 
and is used by Westinghouse for insulation in refrigerators, ranges, water-heaters 
and roasters. The display attracted large crowds, and of 2! refrigerators sold the 
first week seven were to Owens-Corning employes. 





Fixture Display Lights Appliance Room 


Using samples of fluorescent fixtures sold by the store in the place of ceiling 
fixtures solved the lighting problem for the low-ceilinged basement electrical 
appliance department of the Idaho Lumber & Hardware Company of Pocatello, 
Idaho—and at the same time offered a means of demonstrating the effectiveness 
of this light. Fluorescent tubes in a single row down each side provide excellent 
lighting for the main sales room upstairs. Twelve 48-in. white tubes are used. 


e, du 
sulatic 
ise €! 
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for Ws igerators sold the first week, seven 

‘ndow to employes of The Owens- 

made tt Corp. which makes Fiber- 
ulation AS. 

Glass marbles, from which related 

WS ever erglas textile products are made, 

of the 2mprpeted the floor of the display. The 

ndow told the insulation story for 

ee estinghouse ranges, refrigerators, 

—— ter heaters, roasters and other prod- 


Cards explained how glass is 
wn into thread-like filaments to 
rm a finished product which is fire- 
if, rodent-proof, odorless, wash- 
e, durable, color-fast and the best 
sulation material known to Westing- 
se engineers. 








ell Vacs to Hat Dealers 


HE appliance dealer who possibly 
is wondering where he might sell 
few additional vacuum cleaners may 
ie the answer in the hat dealers of 
s community. 

he retailer of men’s hats faces an 










is win- " : : 
lless problem in keeping them 
Corp. : oT 
sted Through the years he has 
neaters : : ; rf Period 
‘Id. the n using manual brushes. eriod- 
ly he is compelled to turn reluct- 
tly to cleaning his stock. The chore 
ten requires hours; and when com- 
ted often largely has been undone 
ceiling 
ctrical 
:atello, 
iveness 
cellent 
used. 









Ry. Co. 











IDISIN 



















































































Even Salvador Dali might be proud of this surrealistic lamp 
designed by the display department of the British Columbia Electric 
See story in third column above. 
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li 


about in the 
Discovery that the 
was the 


by dust cast operation. 
vacuum cleaner 
this dis- 
tasteful job was made by Carter Wil- 
liamson, head of the hats de- 
partment of one of the leading stores 
of Dallas, Texas. Mr. Williamson for 
years had brushing hats and 
wondering if some other method might 
not be: hit upon. To him a solution 
was especially desirable since he suf- 
fered from hay fever, and the dust 
greatly aggravated that ailment. He 
found an old cleaner in the store 
basement, and gave it a trial, using a 
small circular brush. 

The cleaner not only cleaned the 
hats in a fraction of the time which 
the manual process required, but left 
the display cases as well as 
already dusted spic and span. 

“T don’t believe there is a hat man 
around who will not be interested in a 
cleaner or, if he has brush 
he can use with his hat stock,” Mr. 
Williamson asserts. “We can clean a 
hundred hats handled 
a handful.” 

The story of the Williamson experi- 


obvious answer to 


men’s 


been 


hats 


one, a 


now where we 


ence with a vacuum cleaner was given 
some publicity among hat men, with 
result that he veritable 
deluge of mail inquiries from others 
all over the country, seeking to know 


received a 


the type of the machine used. 


window, 


GIBBS BROS ELECTRIC CO! 


The Public Follows the Light 


Skies 


There are some insects which are attracted by light,—and the buying public seems 
to belong to some genus of this group. An instance in proof is the store of the 


ELECTRICAL CONTRACTORS: 


Gibbs Electric Company of Los Angeles, which, since adding to its interior illu- 
mination and featuring a strip of brilliantly silhouetted advertising across the en- 
tire front of the shop, has found that pedestrians tend to cross over in order to 


pass on this side of the street. 





“T am sure you will find that every 
dealer selling men’s hats will be inter- 
ested in seeking just what a cleaner 
will do,” he says. “I have had more 
letters than I could begin to answer 
asking me for further details of my ex- 
perience. Every good hat dealer will 
be a prospect.” 


Surrealism in British 


Columbia 


T is the touch which is “just a little 

different” which makes a success of 
the window display, raising it from 
the ranks of “just another window,” 
to the sort of thing which attracts 
passers-by to stop and examine the 
merchandise and which brings them 
into the store to buy what has been 
displayed. The display department of 
the British Columbia Electric Railway 
Company, Ltd., of Vancouver, B. C., 
the personnel of which is responsible 
for the windows of the Granville St. 
store in Vancouver, B. C., has just 
this touch of genius. 

Here are three windows from last 
autumn’s displays which show what 





And these are the display men at work: Jim 
Grier, display assistant; W. E. "Bill" Par- 
num, display manager and Les May. 


can be done with the simplest of ma- 
terials. Backgrounds, as will be noted, 
are either simple curtains, or as in 
the Dali surréalistic view, an old 
board fence. The modernistic theme 
was particularly appropriate to the 
showing of new fall styles. The de- 
partment has a reputation locally and 
throughout Canada. 

One of the effects of these windows 
has been to stimulate dealers to fol- 
low the example of attempting effec- 
tive displays, with the result that the 
level of window art in Vancouver may 
be reckoned as high. In the “Range 
Round-Up” of last fall, in which two 
of these windows featured, the power 
company reported the best cooperative 
window display contest it has ever had. 


Private Brands Didn't 
Work Out 


HAT private brands do not work 

out in a firm the size of Hess 
Brothers department store in Allen- 
town, Penn., is the opinion of John 
C. Beottiger, manager of the appli- 
ance department. 

“When. a family makes an invest- 
ment in an appliance,” he says, “they 
feel that the known brand 
on it is an extra assurance of value 
and performance. This is something 
that the department store reputation, 
no matter how good, doesn’t stand for. 
Even mark-downs on private labels 
is not-a-help to sales. 

The Hess operation is a typical one 
with the salesmen taking two days on 
the floor and two off. The men sell 
Kelvinators, Bendix washers, Hot- 
point refrigerators, Horton ironers, 
Hoovers. On Hoover there is no re- 
sale operation, the store salesmen sell- 
ing direct. 

Some of the trade-ins taken in are 
resold by the store and others are 
junked to local dealers. 

Present to celebrate the store’s 43rd 
anniversary recently were Salesmen 
Charles Snyder, Arthur Hertzog, Fred 
Willanbecher, and Samuel Setterman, 
who with John Boettiger make up the 
major appliance sales staff. 


name or 





Making DISPLAY Mo 





By I. L. Cochrane 





Better Use Of Window Material Will Show A Profit... Sommp 





ERE are three apparently con largely lost to the prospect’s sight. colorful vivacity and animation has store. If so a background, or ba iti 
l i plete refrigerator window dis- Now, when placing any one of the drawn attention in advance; the pedes- drop, will cut off the distracting vi The 
Bplay | three displays illustrated on these two trian is looking at it, and is being of the rear, and bring the display ir lorf 
ed pages, please forget the customary drawn to it as he approaches. On the a complete frame, composed of ba anal 
portant balanced layout with depth. For these other hand, if that lithograph has been drop and the window frame. Hu Redm: 
re refr three displays a shallow layout is more placed back too far he cannot see it dreds of different backdrop ideas ha One t 
peppy displays apt to be the answer. Just now you until right in front of the window. been employed by merchandisers in| io 
iplete, I are featuring a certain well-known, In that case, if he sees it at all, it is stores to secure this useful forwa title 
the best manufac well-advertised and popular refrigera- because he deliberately turns his head and framed effect for items which ey 
» often tor with one or more excellent and which too few do. Don’t expect him for little depth. However, one s vare 
vindow I useful innovations, and that refrigera- to turn his head to look at it; force ple, effective and inexpensive met! le 1 
lithely p tor alone is to dominate your window. him to see the display by having it is a sheet of dull black decorat vinde 
re Do so by placing the combination dis- stick out and greet him as he comes paper used by almost every depai stch 
top ily play of lithograph and refrigerator toward it. Fascinate people with its ment store. This paper comes overs Ger 
i large cir well forward, close up to the window novelty, color and action in advance. feet wide, and is simply tacked to t > the 
ecently made pane. Space with judgment, of course. By so doing you will make far more ceiling and stretched and then tack ae 
lucer’s | In a narrow window, perhaps, one foot people stop when they reach the win- to the floor, immediately behind t! hildr 
ttle value back will be right; in a wide window dow. And so, place these lithograph refrigerator. Thus the display ee 
splay tha maybe two or three feet will look bet- displays close up to the window front. framed, the black curtain is a peri hs hy 
Vas exct ter and secure equal attention. If your window is a closed-back one _ set-off to the gleaming white reifri 
lis thoughtl What is the result? As the pedes- and is also shallow you are about com- erator, and also a distracting ba 
lisplay had trian approaches your window such a _ plete, as such a window frames this ground is sufficiently cut out of 
display ( display is more easily caught from the _ type of display and sets it off. However, picture to further focus  attent 
ind balance corner of the eye. The display is seen the chances are that your window is where it is wanted. Of course, \ 
be iff before the window is reached, Its fairly deep and may open into the ances and side curtains still furt 


WRONG 











When the display unit is placed too far back in the win- 
dow, it may fail to catch the eye of the passer-by. Bring 
it to the front where it can hardly fail to be seen. 


BEAUTY 
poK 


\ 





EXTRAS 


r 
u 


PRICE 














Window trims and accessories from manufacturers . . - © 6 
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TOUUCTIVE 


Sommple Ways To Catch More Eyes 





elp make the display attractive. heads nod, the girl is smoothly spread- 
— The Hotpoint lithograph is very ing butter, while Jimmy, boy like, sul- 
pay lorful, and has something of the lenly stabs his hard butter. Plenty of 
=o seeming of action with the quaint little human interest action—and a perfect 
Hu Redman pointing an heroic yardstick. tie-up with the important butter con- 
_— ne thought here is to place a white’ ditioner feature. 
= amp and reflector, both behind the The Kelvinator herald, head, horn 
Reais ttle. Such bottles are obtainable and banner, move up and down as an 
—s ra little change in almost any glass- excellent attention getter. This dig- 
me vare store. Place the two cardboard nified display has been softened by 
le pieces within a few inches of the pots of fern at each side, but sug- 
-* vindow glass, and at an angle to gests a further extension of artificial 
- itch the oncoming eye. foliage or flowers. However, place 
ae General Electric’s child theme brings this motion effect so as to catch that 
ed t 1p the most pleasant memories of life: wider angle of vision, as one ap- 
e ~ ur own childhood or that of our own proaches your window. Anything a 
- lildren. How typical are the smil- bit novel in action gets from five to 
haiti, ng girl and the sour-puss pan boy. ten times more attention than the 
= So human and so natural. The two same thing still and lifeless. 





A screen of black paper or 
simple drapery behind the 
display concentrates atten- 
tion. 





Mt G-E FIRST’ 
IN REFRIGERATION 





Hamnctell 


crn Maso 














+ . tell the sales story and draw prospects. . . . . . . They should be well lighted and well placed for greatest visibility. 
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Above and below are two views of the new and enlarged quarters of 
the Howell Electric Company, Reno, Nev. In the lower picture, a sign 
at the rear of the store shows the space occupied by Moltzen & 
contractors and the fixture display of the company may be 
Picture at the right shows the exterior of the new 
Three firms occupy the location but carry on their businesses 


Fitch 
seen in the rear. 
store 


independently. 

















N ] p k 
) nts iV 
e ro Th : 
i ivolv the How 
‘ | ( any ecializing in 
G equipme Moltzen 
W Fit electrical contractors, ind 
r ly ] \ { | ) ng ( 





i +e nv ‘ no 
ig I e nh except physic y, 
icn ¢ alntaining its own 
iff 1 records. On the other hand, 
vided by partitions 
tat Ipoint yf the custon 
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entering, the service is the same 
is though were rendered by one 
firm. As the field each represents is 
distinctive, it means a broadening of 
interests and a widening of the cli- 
entele which cannot help but be of ad- 
vantage to each one of the businesses 
involved. The customer on the other 
and, finds a complete electric serv- 


‘e under one roof, which is a con- 
venience he appreciates. 

Naturally the unusual lighting dis- 
plays. and electric wiring for the new 
quarters were installed by Moltzen & 
three establishments 


Fitch, one of the 


Larger quarters at more reasonable cost was the result when 


Howell Electric (appliances), Moltzen & Fitch (contract- 





IN-ONE 


By Clotilde Grunsky 







magic 
es Sho 
s legitir 





ing) and General Air Conditioning (heating and air con [eric 


ditioning) combined their separate businesses under one roof By pr 


the new store. Conducted 
Moltzen and L. L. Fitch, 
the firm has been in the electrical con- 


to cCUPY 
by Thomas 
tracting business in Reno for some 
years. 

The General Air Conditioning Com- 
heating and 
own new home. 
Jerry Collier, 


pany has provided the 
cooling system for its 
The firm is operated by 
whose business is prepared to solve all 
air conditioning and heating 
problems for Reno clients. 


Jack Howell, of the Howell Elec- 


his sales manager, 


types of 


tric Company and 


G. H. “Duke” Mudd, are prepared to 
expand their service in furnishing 
“package kitchens” and _ all-electric 


1 


homes, as well as individual home ap- 
pliances including G.E. radios, wash- 
ing machines, kitchen ranges, home 
laundries, vacuum cleaners, refrigera- 
and other equipment, working 
from these new quarters. 

A feature of the new store is a long 
display of lamps, respresenting prac- 
tically every type of illumination now 


tors 
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provided, which is 


suspended 
one side of the store and which 
zen & Fitch advertise as “the 
complete lighting fixture displ 
Reno”. Modern 
serve to display effectively sma 
pliances of the Howell Electric 


pany stock, while larger 


grouped in appropriate arrangements 


in different sections of the new 
attractive store. 
The move to the 


celebrated by a three-day grand 


ing, during which the three firms | 


open house from eight in the m 


until nine at night to welcome cust 


ers and friends. A full-page ant 


ment of the event in the Sunday | 


promised many “specials” an 
gains for the celebration. 

Each firm is convinced that it 
gainer by the new association, 
permits larger quarters at a 
able cost, and also aids by wi 
the group of prospects avail 
each. 


items 


new quarters ' 


Mol 


“island” tables in ti 


4 


wh 


ELEC 



















magic trick like this one performed by 
es Sholty before Hotpoint audiences 
s legitimate. 


interviewing the late 


HILE wing the late 
Jan Kubelik, the violinist, 


Colonel Bill Shaw 


l nem 
red the legend of Kubelik’s swoon- 
g when a_ beautiful princess faced 
1 concert, then later married 
when Seeking to check up, he popped 
uestion, and Kubelik replied with 
rtract- wl, “Dot iss not music!” 
iy not be strictly kosher to in- 
r con- view a magician in the pages of 
TRICAL MERCHANDISING, but when 
B roof 1 probe gently into the business of 
ng you run into a striking parallel. 
\ salesman puts on many shows 
lay, one demonstration follows 
i ther, in which he tells the same 
we ty to the countless prospects that 
i ‘i ‘ - ° ° 
“ ss betore him. \ magician does 
oe same, only he sells his illusions. 
a ay Because magic was a going busi- 
- sas long ago as Old Testament 
ys, Magicians in general are far 
oi ud of salesmen in evaluating possi- 
a ties of their prospect. They have 
_— | more experience. Take for ex- 
- ple, the Great Nicola. As a lad 
* ran off to the Paris Exposition in 
: i, was grubstaked by the dancer 
mn wie Fuller, and gave shows at which 
oo took his own tickets, wearing mean- 
” s le a green costume beneath his 
om Fe t clothes. When last year the 
i a iring his show was sunk in 
os Singapore harbor there went down a 
. ber of carloads of apparatus, and 
| : lozen assistants had to swim for 
ves. Which shows how Nicola 
n, e up in the world. 
ee Che Great Nicola thinks that exactly 
7 5 e talent is required to sell a 
- machine as to sell an illu- 
DI SING 


Holding your Prospects 
ATTENTION 


A Magician Gives the Dope on Making 
Them See What You Want Them To — 


When Demonstrating Major Appliancs 


(Left) Don't permit props on the stage that compete with you for Frention. C. R. Anderson of Ft. Dodge, la., 


gives an illustration. (Right) Pace your conversation with your demonstration, says the Great Nicola. 


“You hear a lot of talk from people 
about the hand being faster than the 
eye,” he said. “But nobody seems to 
realize that the human 
sorb sound only so fast. 
if I 
learn to 


can ab- 
Consequently, 
would 
pros- 


ear 
washer I 
story to the 
pect at a pace which is slow enough 
that the customer can understand. I 
would not there and talk, but 
would get over so much talk and then 
do something. Talk more and 
do something again. In that way you 


were selling a 


feed my 


stand 
some 


carry the customer along with you. 
Our illusion takes about 10 
to 12 minutes to perform. But all 
along the way there are surprises that 
When I walk 


a stage, I have everything re- 


greatest 


keep people interested. 
about 
number of 


hearsed even down to the 


steps that I take in any given direc- 
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tion. I have my sales story edited 
to the last syllable and I think any 
salesman will find it well worthwhile to 
get his story down that pat. 

“The public gives magicians a great 
deal of credit for making people look 
where they want them to. 
called misdirection. It 
in selling to force people to pay at- 


This is 


can be used 


tention to the points you want to get 
across. 
“When I work an audience I like 


to have the house lights on and plenty 
of illumination. People are there to 
outguess me and I want to give them 
plenty of chance to look around and 
use their This will hold true 
equally in selling appliances. When 
you come right down to it there is a 


eves. 


lot of mechanism in both illusion and 
machinery. 


“T find that as you take up each 
point or object the public likes to hear 


your reasons for doing what it does. 


In my case, I am pointing out to 
them the obvious—something that I 
will later prove is not true. In your 


case you are selling them on the de- 
sirability of the new article. 

“Were I selling an electric range I 
would have all the gadgets that go with 
it. Over in India I find that the street 
habit of bringing 
out two or three little tricks and keep- 
ing the rest of their material in the bag. 


magicians have a 


If they set out all they had the passer- 
by would say, “I aven 
at all that.” But he wi 
look at one or 


you know he gets interested in watch- 


’t time to look 
ll take time to 
two find the first thing 

1 1 
whole 


ing the performance thr 


(Please turn to page 3S) 
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As an Essential Feature of Kelvinator’s Long-Range Program— 
Kelvinator Refrigerators and Ranges 
are Manufactured by a “Retail-Minded” Organization— 
they are Manufactured to Sell! 


A major point in Kelvina- 
tor’s long-range program 
of planned and organized 
manufacture and distribu- 
tion is its attitude toward 
product—either refrigera- 
tors or ranges. 

Kelvinator refuses to be compla- 
cent. It refuses to accept the status 
quo. It realizes that successful appli- 
ance selling is based on sound change. 

We here at Kelvinator call this 
attitude “‘retail-mindedness.”’ 

Typical of this retail approach to 
productisthe 1941 Kelvinator Moist- 
Master—the outstanding product 
achievement ofthe year anda powerful 
incentive for the replacement market. 








r It looks different—and 
it is different. 
In addition to the 
High-Speed Freezer, a 
separate set of refrig- 
erating coils, concealed within the 
walls, maintain ideal temperature 
and humidity throughout the cabi- 
net. All shelves are of crystal-clear 
glass. And a glass-enclosed Cold-mist 
Freshener provides super-moist re- 
frigeration for uncovered left-overs, 
desserts and leafy vegetables. 

Already the Kelvinator Moist- 
Master accounts for over 20 per cent 
of all sales. 

It pays to tie up with a “retail- 
minded”’ organization. 





—— a. aS 


is 
: 
d 
r 
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—and 


» the 
er, a 
efrig- 
n the 
ature 
cabi- 
-clear 
-mist 
c re- 
vers, 


[oist- 
-cent 


etail- 
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frigerator offers the exclusive new Magic 

Shelf—the Stainless Steel Cold-Ban— 
the Glass-enclosed Cold-mist Freshener 
cooled by coils within the walls of the re- 
frigerator. And the 1941 Kelvinator Ranges 
offer new, exclusive features at the lowest 
prices in history. 


2 STEP-UP PLAN ... A logical step-up 


] EXCLUSIVE EXTRAS... No other re- 


plan based on the actual retail value of 

each added feature. The Aigher priced 
models, in both refrigerators and ranges, 
are easy to sell. 


NEW LOW PRICES... Last year Kel- 

vinator’s new price policy revolution- 

ized the industry. This year, step num- 
ber two in our long-range program reduces 
refrigerator and range prices even farther, 
and greater values have been built into every 
model in the line. 


HIGH UNIT SALES . . . Last year the 
average of 80 per cent of all Kelvinator 
retailers’ sales was $160—which we be- 
lieve sets an industry record. With this year’s 
amazing step-up plan Kelvinator retailers 
will again sell an overwhelmingly big per 
cent of higher-priced refrigerators and ranges. 


Check These Kelvinator Franchise Advantages Against Any Other 


portant extras is size. Six cubic foot 

refrigerators are now six and three- 
quarter cubit feet—and eights are eight and 
three-quarter cubic feet—thanks to Kelvin- 
ator’s new cabinet construction. And all 
ranges have big, oversize ovens. 


b SIZE . . . One of Kelvinator’s most im- 


tor’s 1940 policies, carried forward into 

1941, have earned for Kelvinator the 
reputation of putting into actual practice— 
“a market for every dealer—a dealer for 
every market’’. 


6 SELECTIVE MARKETS .. . Kelvina- 


ing on the models people really want, 

Kelvinator has reduced its refrigerator 
line to nine models—its range line to three 
—and thus reduced the retailer’s investment 
to a minimum and simplified his selling 
problem. 


SERVICE-FREE . . . The Polarsphere 

Sealed Unit has set a record for reliable 

performance. Of the hundreds of thou- 
sands of Kelvinator refrigerators sold last 
year, less than one-half of one per cent were 
returned to the factory for service. 


7 FEWER MODELS... . By concentrat- 


REPLACEMENT SALES . . . The new 

and radically different 1941 Kelvinator 

Moist-Master with its glass shelves and 
Cold-mist Freshener, offers the most power- 
ful replacement incentive in years. And every 
1941 Kelvinator is a brand new model. Not 
one is a relabeled carry-over from 1940. 


The biggest campaign in Kelvinator’s 

history is already under way with 
four-color magazine advertising—key city 
newspaper and transcribed radio spot an- 
nouncements—new style billboard posters 
and complete cooperative advertising ma- 
terials. Selling and product literature is 
printed in full-colors. 


1 0 ADVERTISING AND PROMOTION ... 


Plan for 1941 provides the most flex- 

ible and liberal method of stocking 
refrigerators and ranges you have ever been 
offered. 


11 STOCKING . . . Kelvinator’s Redisco 


MANUFACTURING . . . A long-range 

program developed by a “retail- 
minded” organization to help retailers build 
an increasingly profitable business. 


Kelvinator Division, NASH-KELVINATOR CORPORATION, Detroit, Michigan 
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Bill Elvord of Gim Brothers department store in Milwaukee hit 
upon the idea He knew the woods were full of shoppers—women 
who went from store to store looking over similar merchandise So 
he thought up some demonstrations as a tag to his sales talk— 
something that would make shoppers remember him 
this page are some of the Elvord ideas, and 
put on by others 


Shown on 
little demonstrations 


Arvin dealer has th Cc se 


mor than 


his space heater: it w 

pay for itself by drying 
tidy saving on 
s enough to pay for the 


warm up the 


when you shampo ou can 


bills th 


make a 


~*~ 


Whoever thought you could fre fresh peaches, blueberries, 
fish and the like in your own refrigerator. Here's Viola Decker 
asking a prospect to sample a bite out of a Stewart-Warner 
Dual Temp preparatory to telling them that here's something 
you won't see on cheaper models elsewhere. 


Sichrovsky and Mildred Perok of Maytag dust off 
A doctor's stethoscope always 

placing the stethoscope in the 

and then holding the business end of 

the washer you 


smoorfn running 


magnifies 
customer s 
t up against 
demonstration of how 


Unforgettable too 


nave a swe 
ts mechanism is 


ooking at an oi 

Elvord 

sure you get 

this The 

gloved hands 
ramatizes if 


Just before she 
quart jar of o and 
something that 
cleanness of the jar 
makes an unforgettable 


heater 
hands her a 
uses fuel as 
of o n her 


impression 


A lighted candle is 
porcelain ename 
smudge up the 

wife's attention and she is 
proper time the salesman 


Gamp cioth 


good equipment to 
Stoop 
snowy finish 


have in selling 
over and let your candle 

It rivets the tidy house- 
always relieved when at a 


quickly wipes it off with a 


Give the shopper a demonstr 


tion she can't forget when 


goes out the door—and she’ 
be back to close the d 


is one that Paul N. Berner thought up. Dip a rubb 
sponge in colored water and squeeze it. You'll notice 
squeezing takes the color out of the center first. In 
manner, Paul Berner says, clothes going through a wr's 
pressure cleanse, as wel! as dry. 


When prospects are looking over ranges, as a parting sho’ 
Elvord reaches in a refrigerator, takes half a |emon, pops 

down on the range and says, ‘Acid won't stain the finish o” 
ranges—remember that's not true with al! the 


ranges yo. 
going to look at as you shop around." 
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MAKES USE OF ATTACHMENTS 
UNBELIEVABLY EASY 


This easy-to-use, exclusive Eureka invention gives Eureka 
dealers another new, hot sales feature to talk about. Some- 
thing new and appealing to advertise. Easy and effective 
to demonstrate .. . and sell! Can also be used as a door- 
opener for house-to-house selling. Included in all M and R 
attachment sets at no extra cost. 


SIMPLE AS TURNING A DOOR KNOB 
The missing link in attachment 
selling— makes attachment use 
simple . . . makes the sale easy! 








Dip a rubb 
Il notice 
first. In 
gh a wr 








arting # 


ing 
floor cleaning: 


——— styled and finished to have eye appeal; 


exclusive mechanical features that get business; 


prices that create volume sales and yet provide good 
profit margins; sales promotions for every season of 
the year—these are the advantages enjoyed by 
Eureka dealers. 
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“SEE YOUR KITCHEN 






CCORDING lire 
k p g a le Ele 
Institute Washingto 
D L pe ¢ bine ( 
\ vith the pra 
em t yla ng | V¢ y 
ilar problems which 
r¢ ered ie is to be 
re ed with her kitche 
I t 1 per il interview 
part of « kitchen planning job 
i he | | institute 
\ lua ike to have a hand 
the planning of his or her own 
} en, and the kitchen planner wants 
» show the prospect what are the 
usons behind each layout. When 
they plan a kitchen together, both are 


pleased lo facilitate the operation, 


a set of y kitchen equipment is 
used and e actual room is built 
Men, as well as women, are delighted 
with this visual method 
Naturally, a kitchen planning serv 
} ] 


10u r 


primarily educational 


and the greatest emphasis should be 


placed on layout. The clients should 
not be made to feel that any attempt 
is being made to sell them anything. 


However, the average individual who 
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A perfect kitchen combines the 


before youl 
build wt” 


Bernice P. Burns, kitchen 
planning director of the 
Electric Institute, shows a 


prospect just how her 
kitchen will look when it is 
remodelled. 


ideas of the owner with 


practical principles of efficient planning, according to 


the experts at the Electric Institute of Washington, D. C. 


is either building or remodeling is very 
interested in equipment and re- 
ceptive to information. 

Electric equipment is so adaptable to 
any layout that it is very easy to ex- 
plain the superiority of electricity in 
terms which are readily understood. 


new 


The electric range is flameless and 
fumeless, and clean. In many 
homes the best arrangement will place 
the range on an inside wall, conveni- 
ent to the dining room. Only an elec- 
tric range presents no problems here. 
Since no large vent or filter is needed, 
a recessed outlet makes it possible to 
set an electric range flat against the 
wall. 


cool 


When wall space is at a premium, 
upper cabinets can be placed above 
an electric range to provide needed 
cabinet space. The Fire Department 


endorses this practice only with elec- 
tric ranges. They require that cabi- 
nets shall not be placed within 20 
inches above or 15 inches from the 
unless asbestos 
Also, an electric range 
can be placed under a window if cir- 
cumstances demand it. There is no 
flame to flicker out when the breezes 
blow. 

The electric refrigerator, too, fits 
more easily into the well planned 
streamlined kitchen than its competi- 
tor. The gas refrigerator, because it 
requires ventilation for “tiny flame” 
has built-in vent across the back. This 
makes the refrigerator deeper than the 
electric box and less in line with the 
cabinets. Such items are important 
to women. They also appreciace that 
even a tiny flame gives off heat and 


sides of gas 


lining is used. 


ranges, 


fumes. There are many gas reirig 


ators in apartment kitchens in Wasi: 


ington, and it is interesting to note t 


number of women who say “That re- 


frigerator makes my whole kitcl 

ae 

not. 
The 


sistance in selecting the size of 


prospect should be given 


refrigerator, too. 
to know what size their family ne 


and should be given sound inform:- 


tion. The kitchen planning authorit 
should protect the prospect from su 
minor catastrophies as having a 1 
frigerator it 
won't open 


sufficiently wide to 
the shelves slide. Left or right ha 
should be specified becaus 
many persons overlook such items 
There is no better time to sing t 
praises of the electric dishwasher t! 
when making a kitchen layout. T 
is one appliance on which educat 
is badly needed. The industry né 
it and so does the public. Most sal 
men are afraid of it because t 
are un-informed. It is unfortut 
that the dishwasher had a vary 
start in life and the belief that 
are impractical is quite universal. 
Electric Institute insists that this 
pliance be given its just deserts 


do rs 


The dishwasher is logically intro- 





duced when the size and placement 
the sink is under discussion. If ad 
washer is not being included, a dou 
sink is usually recommended. A ty! 
cal conversation might be thus 


"Shall we plan for a dishwasher hert! 


Then we won't need a double sink." 
"I'm sure we won't want a dishwasher 
"Have you used one of the new ones! 
"Well, no.” 


“I'll bet you think that dishwashers ¢' 
hard to fill and that you have to cles 
the dishwasher after you wash the dishts 
or something horrible like that.” 

“Well, | have heard that it was almos 
as much trouble to use a dishwasher # 
to do them by hand.” 

"| know, | believed that myself onc 
It is unfortunate that when dishwashe 
were first introduced, they did not he 
the proper cleansing agent to make the’ 
use foolproof. People used soap and ‘ 
result was too many suds for effectiv# 
cleansing action and a scum around ‘ 
tub. Since Calgonite was discovered " 
the Mellon Institute about four years 49 
for the special use of dishwashers, 
work like a charm. Wouldn't you lite” 
see how they operate?" 


(Please turn to page 48 
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They honestly wan: 


a corner where the door 
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asher here! 
sink.” 

dishwasher 
new ones! 


washers a’ 
ve to cles 
1 the dishes 
gs 
was almost 
shwasher # 


nyself once. 
dishwasher 
id not have 
1 make thet 
yap and tM 
or effecti 
around ‘ 
scovered rf 
ur years ag? 
ashers, th! 
you jike 0 
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V V E ALL KNOW that a manufacturer makes 
money only if his dealers do. In other words a big 
company like General Electric succeeds because its 
dealers are successful. And G-E succeeds only because 
it makes quality products that its dealers can sell. 
That’s exactly why I make money.”’ 


G-E REACHES THE MOST CUSTOMERS! 


“It’s the one biggest reason for my success. I have 
something G-E to sell to everybody, in practically every 
type of business and every income level. 

“You can’t fly on one wing and you can’t keep profits 
rolling in regularly without a complete line. General 
ElectricCooling, Commercial Refrigerationand Heating— 


“T DID”... 
says S. O. Oleson, who 


is now a very successful G-E Dealer in Meriden, 


making money with the complete G-E line.’ 


; LB onze not 


making enough 


MONEY... 1, 


Ry, % 


bY 


Connecticut. “Read what | have learned about 


‘ 


all add uptoa mighty nice year ’round business for me.” 


G-E DOESN'T MISS A TRICK! 


“The right products must have good selling, of course. 
And that’s where G-E steps in and helps dealers like 
me. G-E doesn’t miss a trick. Dealer training is a G-E 
fundamental. Setting up the dealer’s business on a 
working basis is another. Local cooperative and national 
advertising, direct mail, display, literature, and so on. 

“Whatever I need to supplement my own personal 
selling, G-E’s got it. I don’t know of any company that 
gives more complete dealer backing. All these, along with 
the right a//l-year products, are what help me make 
the sales! I’m sold on G-E because I really se// G-E!” 


==>‘ can be a G-E Dealer if you can fill certain requirements. For year-round 
profits, fill in and mail the Coupon today. 




















ROOM COOLERS 





OIL BURNERS 


G-E IS THE COMPLETE YEAR-’ROUND PROFIT LINE! 


= 





: “4 


STORE COOLER AIR CIRCULATORS CONDENSERS 





OIL FURNACES GAS FURNACES 


FOR YEAR-’ROUND PROFITS—SEND COUPON TODAY 


@ ois 


™ 
~“ 





WARM AIR FURNACES 





AIR COOLERS STORAGE CABINETS 


BEVERAGE COOLERS 


GENERAL ELECTRIC CO. 
Div. 223, Bloomfield, N. J. 


confidential and puts me under no obligation. 


Name 





WATER COOLERS 


GENERAL @ ELECTRIC- 








I want all details on the G-E Dealership for my territory. This is 





Street 














tL 


ST eee | 


City State 
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This is Your 


The Public Sel/ls For Him ) "2°5 


EXCLUSIVE WITH 
DAVIDSON and COMPANY, Ine. 
| 1S YEARS iN MIAMI 
| 1524 W. FLACLER STREET 


When C. M. Davidson of Miami, Fla., advertised 100 ranges _ MIAME, FLORIDA 


PHONE bl6e4 





Nore: THR Plan copveigheed ia every dersil 


and refrigerators free, he was swamped with inquiries and =. ee a 
THE Gift-Townm CREDIT POINT PLAN 


recruited a sales force of lead-chasers from the general public stati Satie en” om om 


Ie ee eo oer may ase thes. 
o purchan.og “Ganeed Blasters pen a from Davidson and 







pow are securd by sondage Devidwon sod Company. tae 
a orhng wis fuened by ot) Owe saleemee will colt — 

as ch Soe Lh tap | ote 5 gua ov A oom 
4 te vous coum for exh $1.00 of equipment par 
¢ allewomees ace made for tradecms the value of the 
' s dderted (om the oe gnsl sale price before the points 
are need. However, pants Wi ates be issued for the sale of used 


By Harrie H. Bierman 





{ Crdt pomts ace vaeed on the following basis 
REFRGERAT 














ORs 
ETTING erchandise and paying considerably less than full divi- —to change over his operations from | eases eee "Se com ter exh 31-007 LB Maida, 
buyers together always is a lends. While the Davidson store is remote to localized control. Seach cede: Ha hd ells te ath 4 eek ‘Nendo 24.90 
problem to any electri- located on a main traffic artery, the As the direct result of his deter- GAS" a TERe. pea to: om st. Grate WwAcrens. 
il appliance dealer. Naturally, it is automotive and pedestrian pace is mination to iron the wrinkles out of 
re serious if he concentrates his rapid. Consequently, out-of-store his selling setup, Mr. Davidson de- a 
efforts on “big ticket” items in a loca- transactions were absorbing too great veloped the “Gift Town Credit Point erage aa ee ee 
t which automatically tends to a percentage of the company’s poten- Plan. This enlists, as salespeople- explaining how the public could get 
rather than to create store traffic tial sales effort at-large, the general public in his ter- — eeedits towards appliances. 
Until recently, ( M. Davidson, In Mr. Davidson’s opinion, his cost- ritory and builds up store traffic. 

Davidson & Co., Inc., of-sales was too high. His business Automatically, it expands his pros- of profit the appliance carries, deter- 
lectrical appliance dealers of Miami, needed streamlining. And so he set pect list and reduces to a minimum any mines whether it is a full point, 
I faced su i problem. His firn himself the task of working out a lost motion in follow-up. half-point or a quarter. The credit 

fir facilit which wert method to bring customers to his store Che first newspaper announcement  yalyes of various appliances include 

%t the plan made the startling offer: jn the store’s lines are listed in 








| 


| THE MOST 


litions under which the presentations <6 that each subscriber can be certai 
would be made could be obtained by that clerical errors do not deprive 
contacting the store in person. him of any credit due. 

; By the end of the week in which lf the deal involves a trade-in, 1 


“100 DE LUXE REFRIGERAT- printed schedule given to the sub- 
ORS—RANGES—GIVEN _AW AY scriber. A local public accounting 
\BSOLUTELY FREE!” The con- firm audits and certifies all 





accounts 





| +] witeoment annear | | ; . 
| the advertisement appe: ired the job of amount of allowance is deducted 
\} inswering all the Brrr ries it brought the selling price before credit is set 
| ‘ 
| EVER MADE was so hopeless that full details were up. In brief, the subscriber receives 
] j ] , } nal *T » 2 . . - ‘ . 
published in another advertisement, 3- 4 commission for his part in the trans 


} 


DE LUXE columns by 15-inches. ction but it is paid in merchandis 


Che principal provis ion of the plan — jnstead of in cash. 
ENERAL LECTRIC is that the organization or individual This is how the plan works: Mrs 
subscribing to it must acquire sufh- smitl ! i i 


Smith turns in to the Davidson fir 
REFRIGERATORS — RANGES 


cient “credit points” to equal in value, the name of Mrs. Brown, who buys 


it regular list price, the gift appliance de |yxe model refrigerator priced 
Given Away selected. Credits in points or fractions $750, trading in her old refrigerator 
’ ire earned as the result of sales made for $30. Since that model has a |- — 
ABSOLUTELY FREE! by the Davidson company from Mrs. Smith recei 


. point rating, smith receives 





‘leads” furnished by the subscriber * credit of 220 points oweves 
Refrigerators TO PERSONS OR ORGANIZATIONS Ranges eae ler nN elie! ee net cre lit of 220 points. Hows 
RESIDING IN DADE COUNTY ONLY aC GOAT OF TINK a price rep- it she suggests a prospect who pu! 

resents a credit unit, while the margin (Please turn to following page) 


NOT A CONTEST 
NO LETTERS 


$0 EASY IT’: 
NOTE: THIS PLA “> // 


gsanTED Ww tv Poe 
This Plan EXCL 


DAVIDSON & C 


YEARS 


1524 W. FLAGLER STRE 
CALL AT oun orrice ...GIFT-T( 


| Bee Our Bargains ln Used Retrigeratorcs and Ranges — 
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A sample of the newspaper ad which 
announced the ‘'Gift-Town" idea. 








Davidson & Co., Miami, Fla., develop a 
novel plan for creating store traffic and 
building business. Sign at end of store 
structure announces the ‘gift’ of 100 





General Electric major appliances. 
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3160 
buted 
e 
ay RETAIL 
pe Here’s a fan value that 
nelud will sell at first sight. 10- 
1 in inch— oscillating, mech- 
e anism fully enclosed. 
yunting Hinge joint in stem per- 
-ount mits wall mounting. 
den 
d 
la 
Mrs 
buys 
- a 
- 
\ $17.95 reTAIL 
This fan has everything—at 
a price that beats every- 
thing. 12-inch, 2-speed 
oscillating. 
$3.95 RETAIL 
The quality leader in 
its price class. 8-inch, 
non-oscillating. 
* 
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R x Mi 
BANNER 
FANS 


Here they come—the greatest quality-beauty-price values ever 
plugged into the fan-sales circuit. Watch ’em stir up a profit 


gale and blow new customers your way. 


Now you can meet price competition without sacrificing 
quality. Match, if you can, the sensational 8-inch R & M Ban- 
ner at only $3.95 retail; this 10-inch oscillating beauty for 
$9.95; or this 12-inch two-speed oscillator for $17.95! All with 
powerful, oversize motors; wide, quiet, vibration-free blades; 


smart streamlining and rich brown finish. 



















Get set now for a “Banner” season! See your distributor— 
and write today for the new R &« M Fan Catalog showing the 


entire line of R & M profit-makers. 


NEW R & M FAN 
CATALOG READY 


Get your copy! 


Packed with fan values, sales helps, 
and free newspaper advertising mat 
offers, the new 24-page R & M catalog 
is your guide to 1941 profits. It in- 
cludes illustrations and descriptions 
of De Luxe Fans, Heavy-Duty Com- 
mercial Fans, Air Circulators, Ceiling 
Fans, Portable Home Coolers, Attic 
and Exhaust Fans. Write now for 
your copy. 


CLIP THIS COUPON AND MAIL TODAY 


ROBBINS & MYERS, INC. 





Springfield, Ohio 


{1TTENTION 





FIRM NAME. 





STREET ADDRESS 





CITY 








7 
| 
Send your new 1941 R & M Fan Catalog | 
| 
| 
eo 
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@ 1941 Models break electric 
roaster sales records in thou- 
sands of stores. Everhot’s new 
Clock-Timer in the cabinet 
stops shoppers, induces sales. 
Everhot's feather-touch cover 
lifter strikingly illustrates engi- 
neering superiority. White 
bakelite, chrome trim, two-tone 
bodies sparkle with modern, 
original eye-appeal. 


DeLuxe Model Roaster No. 
840, with No. 845 cabinet and 
clock-timer control shown at 
left. Other models to meet every 
need, fit every pocketbook. 
Here’s the outstanding electric 
roaster line of the year. Order 
from your distributor today. 


















THE ““ELECTRIC RANGE’’ FOR LIGHT HOUSEKEEPERS 


1100-watt burners. Very fast. Interlocking switches 
prevent overloading. Broils, toasts, fries. List $19.95. 
Insulated oven $7.00 extra. Appeals to summer cottag- 
ers, trailerites, small families. 








THE SWARTZBAUGH MFG. CO. 
TOLEDO, OHIO, U.S.A. 


Manufacturers of 


EVERHOT RANGES, ROASTERS AND APPLIANCES 
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The Public Sells For Him 





The main window of the Davidson Store is given over to the "Gift-Town" idea 
and the free offer of major appliances for leads to prospects. 


trade-in, she is credited 
} point for each dollar of the 
price for which it is sold. All used 
appliances carry a 4-point rating. 

All that is necessary in order to 
work under the plan is to register in 
person at the Davidson store. A pass- 
book and five special prospect cards 
are issued to the registrant, and he or 
accumulate credits 
free acquisition of any 


chases the 


with 


she is ready to 
toward the 
major or small appliance carried in the 
firm’s stock. 

A minimum of 300 points must be 
obtained before they possess any pur- 
chasing value. The latter is set up 
on a sliding scale. A total of 300 
to 499 points has a value of 3 cents 
their value increasing 1 cent 
in each bracket. From 499 the credits 


are grouped in brackets of 250 points 


1 
eacn, 


until 999 is reached, after which they 
are scaled in 500-point brackets until 
a limit of when their 
buying value is 10 cents each. Ob- 
viously, this feature of the plan put a 
maximum 


2500 is reached, 


premium on cooperation 
from those working under it. 

When any passbook total 
credits of 2500 points it is picked up 


and a new one issued to its holder. 


show s 


Credit values, however, revert to those 
in the lowest bracket. The same pro- 
if accumulated credits 
purchasing before the 
2500-point limit is reached. 

The prospect forms 


cedure follows, 
are used for 


are printed up 

on postcards, addressed to “Gift Town” 
Davidson |] 

mly to fill 


cation, It is nec- 
j in the information 
indicated, attach a l-cent stamp and 
drop into the nearest mail box. 
There are 


at tne 


essary 


several constructive rea- 
sons for limiting the issue of prospect 
cards to five. For one thing the sub- 
scriber has to visit the store in order 
to obtain more cards. This arrange- 
ment provides Mr. Davidson or some 
member of his personnel with an op- 
portunity to offer encouragement or 
selling suggestions, and to highlight 
special talking points and to demon- 
strate new models. 

To be acceptable a card should list 
the prospective buyer’s telephone num- 


MARCH, 
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tok 


lo p 
ber or one at which he can be reached, 
This is order that a 
Davidson salesman can phone for an 
appointment and at the same time 
check up on the prospect’s buying in 
tentions, thus eliminating lost effort 
in following up false leads. 

In case the prospect cannot be 
reached by phone, the card’s sender 
may enter on it an appointment fora 
sales contact at the prospect’s home or 
at the Davidson Instructions 
to subscribers advantages 


necessary in 


store. 
stress the 
of store demonstration and the possi 
bility of closing a sale on the first 
interview. 

In creating the Gift Town Plan, 
Mr. Davidson especially had in mind or 
the teamwork of which organizations, 
particularly women’s groups, are cap 
able. Parent-teacher’s 
ladies’ auxiliaries and societies and 
church groups frequently have urgent 
need for major appliances to carry 
on their work. 


associations, 


They favor small ap- 


pliances, too, as door prizes for 
money-raising entertainments, and as 


gilts. 





Therefore, special letters outli 
the plan were sent to all women’s or 
The re 


sponse was immediate and enthusiastic. 
I 


s 


ganizations in the county. 


Within a few days after the letters 
went out, two Girl Scout Troops, 4 
ladies’ golf club and several auxili- 


aries had enrolled. 

Individuals in large numbers have 
enrolled, also, with a view to securing 
electrical appliances for special pre 

such as wedding or ann 
gifts. One married couple 
volunteered the information that they 
radio for theif 


sentation, 
versary 


wanted to get a 
crippled son. 

Mr. Davidson is more than satis 
fied with what his plan has accom 
plished for him so far. More that 
that, he is convinced from all the evr 
dence at hand that his systen wil 
eliminate the previous  short-circutt 
in his sales setup. However, at the 
time of writing he did not fee! that 
definite figures on his results tu dat 
could be accepted as an indicator of the 
system’s long-term pulling powé 





\JAFETY-ROLL 
WRINGER 


MAL MURIRALY ROR AK 
drain 





JUBLE WALLS 


lo keep water hot 


to protect tub 


oversize 





2 OWL-SHAPED Wives 
~ a 


Te for fast washing 


mae EEL CHASSIS 
Son or strength and 


durability 


Hl PEED DRAIN 


ES or quick draining 








RC-CUATE DRIVE 

IRANSMISSION 

ith finest precision 
cut gears 


. industry's No. | ironer for 1941. “Zephyr” design... 
‘ toll. .. thermostat control ... new style pressure 
trol for right or left hand operation . . . full floating 
‘al support shoe for increased and uniform pres- 
te... automatic press control, foot-operated . . 
table . . . low priced. Also complete line of table 
‘dels in a balanced price range. 























“And I'll tell you why: the Speed Queen will turn out a 
family washing in less time than any other washer on 
the market . . . it is durably built to give dependable 
service ... and every model in the line has more 
features to offer than any other washer for the same 
price. 


“It seems to me that any dealer who thoroughly ex- 
amines the Speed Queen line can't help but recognize 
that Speed Queen gives HIM more to seli than any 
other line of washers .. . and that it is easy to convince 
any housewife that Speed Queen gives HER the most 
for her money. 


“Yes sir, if | were a dealer, Speed Queen would be my 
line." 


The lady is right! Every model in the Speed 
Queen line is an unmatchable value in its price 
class. You can take any one of the five Speed 
Queen models and prove to your prospect that 
she can’t go any place else and buy as good 
a washer for the same money. And certainly 
that advantage . . . in this highly competitive 
field . . . is the biggest advantage which any 
nationally-advertised line of washers can bring 
to you. Write for proposition today. 


BARLOW & SEELIG 
MFG. COMPANY 
Ripon, Wis. 





} 


h 
' 
t 
; 
i 
t 
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Speed Queen is the mog 
powerfully stepped-up lin 
in the washer industry. Eac 
model is equipped with th 
necessary features to full 
justify each $10 step 
price. Every Speed Quee 
step-up feature represents 
definite cash value in term 
of practical,every day, hom 
Toabbete(-atelem 
































































Re-condition or JUNK! 


NG a f profit frot lutely no profit is lost on track 
ust 40% efrigerators deals, and the store is producing ; 
on new appliances A minimum of 40 per cent of all refrigerators aaa the rate of 20 or n 
salvation for the mont. 
as Be ae , “6 “ 3etween 40 and 50% of all tr 
i PI i 1 I Wii ° ' . ° . r 
ike a full profit on every traded in at Woodard's, St. Louis, are re-condi- boxes received by Woodard ( 


are now completely reconditioned 





aca’ ry p " F . r played as artistically as new a 
tt tioned and sold again at sufficient margin to wipe ances, and sold at a profit wit! 
i Writ few weeks after their accepta: 
’ + ¢ ‘ 7 . . Mo Ove é > ficier ; ig I T 
2 oe a out loss on the remainder which are junked ee eee 
every le the sale of these reconditioned 
at least balances with the loss on tr 
At that ins junked—in this way leaving 
new appliance department fre¢ 
ize full profit on its sales. 
There are four steps in this 
devised by H. S. Woodard, 
the dealership. First, appraisals 


now made more carefully, with an 








toward the ultimate selling price 
reconditioned refrigerator. Unde 
systematic plan, the six salesmer 
the domestic appliance department 
port at once to the used-refrigerat 
department when a box which 
open to good reconditioning is fow 
involved in their deals, making oz 
an appraisal sheet which is tur 
ver to one of two supervisors 
have ultimate responsibility of t 
ing the trade-in either for recond: 
tioning or junk. 30th supervisor 
know their business thoroughly, 
visit the site whenever the salesman’ 
appraisal sheet indicates a refrigerato: 
in good condition. 

If the box is accepted, it moves 
mediately to a “‘waiting line” 


(Please turn to page 36) 


(Above) H. S. Woodard Company keeps these two “teaser used refrigerators 
always in view just inside the main door to the new-appliance showroom. Policy is 
to show two, one large and one small-capacity box, to indicate that the firm 
has reconditioned refrigerators on hand, and as a “breaker point’ for use in 
asking lower-income prospects to step to the rear of the store where a complete 
selection is shown. The two models in the photograph are priced at $99.50 for 
the 9-ft. model, $59.50 for the 6-ft. 
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Sail 
fans 1] 
most . 
best-a 
busin« 
You 

(Above) Part of the rear showroom (Right) President H. S. Woodard of the } 

where all used refrigerators and ranges firm examines a reconditioned Frigidaire an 

are sold separately from new equipment. which has undergone !2 hours of a 24- 

Note uniformity of models, new finish hr. test after completion. Note how 

and excellent appearance of model meters are pulled out for easy examina- 

salesman is demonstrating. From 15 to tion. Unit to the left, being worked on 

20 models are always on view along a by service man, is just about to begin 

rear wall in the rear showroom its 24-hour test run. 
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Summer’s Saddest Moment : : : : 








BY WEBSTER 
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SWELTERING JOE Y 


PUBLIC KNOWS Th}, 2 iy L, 
WHAT HE WANTS 4, Ww Ly 
m4 










To KEEP HIMSELF YY, 
COOL ---- ANO GETS 


STILL HOTTER AT TALK 
ts BF ABOUT SOMETHING 
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Stock G-E Fans—and Breeze Along 


with the Line Accepted as Tops! 


Sail ahead with the leader, G-E! The line of than ever for 1941. A new, still faster-moving 


1. A 10-color action 
play that will stop ’e 
"e ell ’en 


build sales. 





YOU GET AL 


Window 


m and se ‘ 
Handsome Catalogs cram 
with facts and illustratic 


L 


THIS POWERFUL 
PROMOTION FREE! 


Dis- 


m, hold 


med 


ec 
ons that 





‘ an . , : ; “aan we a — 
fans that’s tops in demand. The line of fans that’s group of fans at lower prices. Free promotion that 3. Direct Mail | Pieces that “‘get 
ps ‘ d : L ; we in the door’’ of homes, stores, 
most complete. The line of fans that carries the hits a new high in fan sales helps. The sweetest offices. 
best-advertised name in the whole electrical set-up for fan dealers you’ve heard in all your 4. Local newspaper Ad Mats that 
‘ Nag ¢ : a help you sell when your market 
business! days. Hear the G-E story, and you'll agree it’s a is “hot.” 
_ . ° ° ° . " 7 » > loan > 
Your G-E distributor offers you a better deal wise dealer who goes G-E. Powerful National Newspaper 
- © Ads in over 1 key citie ru 
when you i th local 
Fan Sales Section, Appliance and Merchandise Dept., General Electric Co., Bridgeport, Conn. hot weathe 
& et ok me ap ER. CTE Rat: fe Re ae 
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KITCHEN VENTILATORS 


gil 


"IL 


PRICES START AT 


$| 








TO MAKE 
EVERY FAMILY 
YOUR PROSPECT! 








BIG NEWS! Meet the new modestly priced genuine Ilg Kitchen Venti- 
lating Fan! Here's your timely answer to ventilating needs of kitchens, 
bathrooms and rumpus rooms in compact, modern homes and apart- 
ments! In one smart, streamlined unit you get guaranteed capacity of 
350 C.F.M. (ample air change for small kitchens) . . . low initial cost 
... low operating cost... supremely quiet, free running operation. 
Three models—'‘Built-In”, “Portable” and “Package-type’’—with prices 
(including full profit margin) starting at $16.50 retail! For complete 


details, write, wire or phone your distributor or nearest ILG office today! 


KITCHEN FAN DEMONSTRATORS 


Makes selling of ventilation simple as 


Drmanently Built in 





“rolling off a log’! Easy to carry... 
colorful ... realistic... practicable! Use 
as window or counter display — for 


demonstration in the store or in the home. 
Demonstrator at left FREE with purchase 
of “Built-In” Ilgette (500 C.F.M.) Model, 
for permanent installation in wall of 
new or modernized kitchen. 





Helps salesmen remember selling points 
because features are listed on back of each 
demonstrator. Salesmen can show and tell 
a story of “benefits”’ . a story of ““mechan- 
ical perfection” ...and make the dramatic 
“match test’ featuring ILG’s exclusive self- 
cooled miracle motor that “breathes” — 
never “gums-up’. Demonstrator at right 
FREE with purchase of “Portable” Ilgette 
(500 C.F.M.) Model, for tenants of rented 
homes or apartments. 


ILG ELECTRIC VENTILATING CO. 
2879 N. CRAWFORD AVE., CHICAGO, ILL- 
Offices in 43 Principal Cities 





VEN 


SILATION 
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Re-Condition or Junk! 





Woodard reconditioning shop, or to 
a dock where it is junked at once. A 
few large-size boxes, sufficiently large 
condition, are sold “as is” 
restaurants; other- 
all either 

junked or reconditioned. 

Reconditioning is confined to Frig- 
idaire trade-ins, these are 
usually found in Woodard deals, and 
top-line other brands. An 
average of $25 is spent on each box 
—much higher than general, but pos- 
sible under the new plan because it 


and in good 
for 
wise 


use in small 


trade-ins are imme- 


diately 


because 


a few 


is passed along to the customer. 
Thorough Replacement 
In the reconditioning shop, the box 


thorough replacement 
First, exterior is 


undergoes a 
schedule. the 


cleaned, interior steam cleaned to re- 


move “icebox smell,” and all trays and 
shelving removed. A deluxe touch is 
complete retinning of 
racks, 


mium 


trays and wire 
with the addition of new chro- 
tray while a new door 
gasket is placed on the box, and inter- 
ior woodwork scraped and polished. 
Chipped spots on the porcelain are 
filled in, and the entire surface pol- 
ished to new-refrigerator appearance. 
\nother deluxe point is removal of 
, which are baked to remove 
Next, the refrigerating unit 
receives all new moving parts, includ- 


laces, 


the coils, 


moisture. 


ing new expansion valve, new brushes 


for the motor, belt, 


rubber mounting, 
coils if necessary, fuse, and new fluid 


Nothing which can possibly deter 
good operation is left “as is.” 

From there the box moves to the 
used-refrigerator sales floor, entirely 
separate from new appliances and at 
the rear of the Woodard building, 


15 domestic models, 
and 6 restaurant sizes, is always kept 
Ninety percent of 
10-it. 
restaurants, sandwich houses, 


where a stock of 


on view large 


models above capacity are sold 


Prices are uniformly higher than is 
expected of trade-in units, and is based 
on reconditioning cost approximating 





“ER-MADAM, WE WOULD PREFER THAT YOU TOOK THE LAMP HOME FOR A FRE 


CONTINUED FROM PAGE 34 








$25, plus a 90-day guarantee, a 
fect appearance. Here is th 
“menu” 








Size Price 

5-ft. $69.50 to 79,50 

6-ft. $79.50 

7-it. $89.50 

8-ft. $89.50 to 99.59 

9-ft. $99.50 

15-ft. $125.00 to 150.0 EA 21/ 

16-ft. $175.00 trol 
ca 

From this price list, typical 


15-odd models on display, it can 
seen that the Woodard Company g 
a good, profitable price from al] trac 
ins thus reconditioned. 
not backward about taking their pros 
pects into the used-box depa rtment, in 
















Salesmen ard 





asmuch as it is simple to step fron 
the $117 1941 mod 


commission on 


these prices to 


and the used 


: ‘i EA II 
amounts to only a few dollars | celeu 
than for a new unit. Turnover rat con’ 


is seldom more than two weeks, wit ¥ 
. - . r 

majority of reconditioned boxes g 

into efficiency apartments and 





fiat 


slal> 
All Woodard trade-ins are adver 
tised in weekly “community” news 


and in 
always in 


papers, daily city journals 
classified advertise 


ment section, quoting size and pricé 


, 
the 


t 
on three to five models. “Teaser 
classified ads built around one par 
ticular model have shown best r@ 


sults, quoting the $79.50 price. Inas 


much as a great number of new-re 
frigerator sales have been realize 





from shoppers answering cla 
ads, the used-refrigerator departmet 
is paying extra dividends. 

Notably profitable are reconditione 
models use in 
restaurants, most of which 





sn al 


large-size for ] 
sell withi 
a few days of reconditioning, and 4 
similar electric ranges 
with new elements added, which ar@ 
sold in combination with domestic re 
frigerators. By achieving a 
profit on 40% of all trade-ins 
way, the Woodard Company has beet 
able to balance loss on “junk” models 
and thus, is free to make full prof 
on all new appliances. 
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con 
5 


in thi 














Lendl 
S Givecks'® N 
ve 


“4 


DEMONSTRATION" 


MARCH, 


HA 


ECT 


1941—ELECTRICAL MERCHANDI:IN 















EA 31A—This trim ac- 
cessory includes man- 
ual |-hour time re- 

minder and elec- 
tric top lamp. 











EA 41A—lInexpensive acces- 
sory consisting of electric 
top lamp only. 





EA 21A—Automatic Time Con- 
trol for oven. Signal indi- 
cates "On" and "Off. 
Electric top lamp. 








DOXCH EA 1|A—Seth Thomas de luxe self- 
: calculating Timer for automatic 
control of oven or cooker or 


seod\ erbrenerage Florence gives you a 
= _— 4-to-1 ratio of sales 
me eS to inventory 


e adver 
Look at these four accessories carefully—they’re your key to 








news 
journals 





a profitable, compact inventory! For you can sell any one of 
them on any one of the modern electric ranges in the compact 
Florence line. You can sell every Florence Electric Range 
“4 ways” ... because these accessories are completely inter-. 
changeable. 

Florence has a real sales story for you. . . a line approved 
by Good Housekeeping Institute—designed to cover the needs 
of your prospects, both in features and in price .. . with a 
margin that gives you a 
sound profit. Send the cou- 
pon below today! 





E-113C—This de luxe model in- 
cludes every one of the important 
features your customers demand! 
Three 5-heat TK surface units. 
De luxe deep well cooker with 
visible glass cover. Extra large 
oven and broiler. Tuf-Flex glass 
sight window; oven light. Wilco- 
lator automatic preheat thermo- ; ; : 
stat. Spacious warming compart- TK 5-heat Surface Units—Speedy ! Safe! 
ment. Two utility drawers. Long-lived! Clean! Flattened top sur- 
: faces assure contact with utensils. 




















— 


FLORENCE STOVE COMPANY General Offices 
and Plant: Gardner, Mass.; Western Offices and Plant: Kan- 
kakee, Ill.; Sales Offices: 1458 Merchandise Mart, Chicago; 
45 E. 17th St., New York; 53 Alabama St., S.W., Atlanta; 
301 N. Market St., Dallas; and 2730—16th St., San Francisco. 
a 
4) [ FLORENCE STOVE COMPANY 
Gardner, Massachusetts 


Please send me free your catalog showing new line of Electric 
Ranges. 
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.ree MMASTER MODELS WITH INTERCHANGEABLE FEATURES ‘Bean 
HAT PUSH SALES UP AND HOLD INVENTORY DOWN | 
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TWICE AS GOOD AS 
THE SALES-PROVED, 
TIME-TESTED $1.00 
TRADE-IN 


Six Fast-Selling Proctor Automatic Irons 
In a Quick-Turnover, Full-Profit Assortment 
2 Model 970 Champions + 2 Model $71 Challengers + 2 Model 972 Guardians 


"Full amount of Trade-in Allowance is Paid by Factory. Your 
Cost is Based Upon Net List Prices After Allowance Has Been 
Deducted. You Make Full Profit Upon Every Iron You Sell. PROCTOR 
/ telmalic SPEED 1808 


ec 


Old Iron Trade-in 
Paid by Proctor 


$10.00 
Get this display FREE with your order 
plus a complete advertising and promotional package 


* Retail Value 
During Sale 


$35.70 


Standard 
Retail Value 


$45.70 


















INCLUDES beautifully 
lithographed, 


EXTRA ADVERTISING FREE 


W ith Order for Two Deals— 1000,4-page, 2-color, full-size 
tabloid newspaper flyers with your imprint on page one. 


PROCTOR 


PROCTOR ELECTRIC COMPANY, Sales Division 


Proctor & Schwartz, Inc., Philadelphia 
Makers of the Famous Never-Lift Iron. and Pop-Up Automatic Toaster 


6-color 
counter merchandiser, a 
big flashy window poster, 
complete newspaper ads 
and mats, “$2.00 for your 
old iron” checks, counter 
literature, and special sale 
tags for each iron in deal. 
Proctor’s going places! 
Here's everything you need 


to get your share! Order now! 
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Holding Your Prospect’s Attention 





[ would have handy at my range all 
the appurtenances, all the new utensils 
ind every cute little jigger that is con- 
nected with cookery. For instance, 
one might have what the French call 
1 buerre knife which is used to cut 
into balls. American audi- 
ences would be fascinated by such a 
demonstration. The Germans make 
a pickle fork which pops the pickle 
ff at you from its 
teriously. 


butter 


tines very 
There is in Europe a syrup 
pitcher which pours the syrup out of 
the bottom. These things can be 
brought into the talk one by one and 
will hold an audience’s attention no 
end 


rid 


mys- 


“T have a 
I borrow 


very old illusion which 
rings from the women in 
the audience. I pound these all to 
i Then I produce a horse 


snap it 


pieces. pis- 
a few times, in front of 
the audience, meanwhile telling them 
the history of the pistol and how I 
came to be by it. Notice how I have 
proceeded. First: I borrow the rings. 
Then I smash them up on a little 
anvil with a hammer. Then out 
~omes the pistol. Each new gadget 
diverts and holds attention. Such 
a build-up is good with appliances. 

“Let me warn you not to do any- 
thing in your demonstrations that 
will get more than a chuckle from 
the audience. Don’t hand them a 
laugh or you will their 
attention. Let the audience or your 
prospect go along with you. Let 
them think they are going to figure 
out what you are doing. With magic 
[ catch them flatfooted in surprise. 
In selling you reveal a clever angle 
that they never dreamed of and that 
want. Take that pop-up bread 
People watching demonstra- 
had little what 
going to happen girl demon- 
strators pushed it into the toaster. The 


belly lose 


they 
toaster. 
tions 


idea of was 


when 


pop-up was a matter of surprise. 


Get People to Help 


“Tt’s a good thing to get people from 
your audience to help you. Let your 
prospect hold something. Merely by 
loing so it makes him a part of the 
show and causes him to be cooperative. 
However, if you cannot enlist this co- 
operation easily I think it is the worst 
possible thing to try to coax people to 
come to the stage. People instinctively 
feel they are going to make a fool of 
themselves and hesitate. Coaxing or 
pressing makes them more certain 
than ever in their mind and you lose 
your crowd. 

“In holding attention where you 
want it, the job of the magician and 
the salesman are identical. We stage 
folk have learned that there is a scale 
of value in the way things attract peo- 
ple’s attention. In a theatrical produc- 
tion not long ago a mouse ran across 


the rim of the stage close by the 
footlights. The audience forgot all 


about the play and devoted its time to 
observing the mouse’s progress. When 
he passed the drummer in the orches- 
tra this man reached up with his drum- 
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stick and conked Mr. Mouse nig 
on the head. The laugh that folloy 
ruined the People are my 
more interested in babies or pets th 


scene, 


they are in grownups and that is { 
reason why many movie stars 
in their contract an agreement to ¢ 
effect that they need not tolerate babj 
or pets in with them. Y 
doubtless have noticed that part 
every magician’s show are a numb 
of shapely girls in tights. But you 
not realize how carefully the mag 
cian governs their appearance, 
knows that his audience much prefg 
to look at pretty legs than at his hang 
So, he tries to introduce them only 
the start or at the conclusion of 
feat. Absolutely verboten is any sway 
ing or any movement on the part 
the girls as it would immediately d 
tract attention.” 


scenes 


Magic in Demonstrations 


Asked if magic could be used to pls 
any part in demonstrations, the Gre 
Nicola dubious. It is so mu 
more interesting than ordinary me 
anism that it would seriously divert t 
interest of the audience from what y 
were trying to get across, he sa 


\ little might be possible if it we 


was 


used to stimulate flagging interest 
A man mig 
use the handkerchief trick—where t 
handkerchief changes from one c 
to another—to put over the non-fad 
idea of the washer. The fact that n 
shrinks under electric cook 
than with flame type cookery mig 
} 


to put home a point. 


’ 
less 


ve demonstrated humorously by 
ting a paper maché turkey in a1 
it would immediately change 
sized bird, ludicrously 
sizing the fact of shrinkage 

3ut the Great Nicola believes t! 
salesmen and demonstrators can | 
profit from magicians 
following things: 

1. Work out every 
every step of a demonstration 
the timing will go 


where 
a tiny 


by doing 
17-0461 
Svilabie 


off perfect! 
2. Talk slowly so that the audiet 


can al 


sorb what you say as you § 
along. 

3. Give reasons as to why things 
going to happen. 

4. Introduce new articles constant 
If you have ever seen sidewalk suj 
intendents buildings g 
up, or nutcracking machines 
on the sidewalk you will kn 
people are fundamentally inter 
gadgets. 

5. Put 
a bang. 


watching 


over your conclusions wi 


Westinghouse Radio Division 


Expands 
EAST PITTSBURGH, PA.—T» meé 
rising radio requirements for ‘ation 
defense, the Radio Division of the We* 
inghouse Electric & Manufacturing (om 
pany in Baltimore is expanding it- manu 
facturing space to three times it. omg 
nal size. Announcement of the ex? 


sion was made by Walter Evan: Ma 
ager of the division. 





the m 
mance, 4 
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The Cabinets with the Refrigerator 
For Only a Few Dollars More! 


a all 


It’s Easy To Sell HERE'S AN EASY Way To INCREASE 


G-E KITCHEN Woe 


1. Show the refr 


t . igerator 
€N settin 
of the ne & by means 





Center a, Storage 
and get the PLUS wm ct 
nt 


+ € refrij 
profits 1S sold, Suggest _—o. 


Cabinets go i 
A... with it as 
‘o, kitchen modernization »1 = 
nly a few dolla a 
needed and y omer 
S Can 


handle j . 
€ it easily ¢ 

on . 
ator contract.) the refriger. 


; That's ensemble 

2 S successful! As 

linsttibutor now about che a 

can,” G-E All-stee] Kirt wa 
* ets, includi a 


Selling, and 





la 
Or you P y Packa es 
Center S lee of the Seame e 
Electric Range may be sub- . ales Plan (57 

Write Sect; 4-915) 
situted for Refrigerator in this €Ction G 13 
special G-E Kitchen Cabinet Electric , Genera] 


Co.,A . 
splay. Also available is a ” li 
Sink Center Display. See your | Deprt., Bri PPlance & Mdse. 


Distributor for details. 
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STATISTICAL BAROMETER] ... 





A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 


Not only did the January 1941 volume 
of 376,214 household electric refrigerators 
exceed comparable sales of all previous 
Januaries, but the month’s business es- 
tablished a new high record for all months 
in refrigerator history—the highest pre- 
vious output having been in March 1937 
when sales totaled 352,582 units. 

As indicated in the following EEI es- 
timates of industry sales, based on ship- 
ments reported by the NEMA refriger- 
ator membership, the January 1941 
volume is up 60.32% over January 1940. 
January 1941 ..... 376,214 refrigerators 
January 1940 ..... 234,662 refrigerators 

Saturation, January 1941—16,100,000 
homes, or 63.0% of total wired homes. 

Refrigerator Sales, by Sizes of Boxes 

(Nema Only) 


Jan. Jan. % 
Cu. Ft. Size 1941 1940 Change 
Up to 4.99.... 11,756 15,303 —23.18 
5 - 5.99... 2446. 28972 —91.56 
6 ~ 6.99... 276,930 144,606 +91.51 
7 —~ 7.99... 25,727* 3,810 +-575.25 
8 cf. & Over.. 33,042 25,568 -+29.23 


349,901 218,259 +60.31 


*Includes sales and credits. 
v 


ELECTRIC WASHERS 


The highest January on record, with 
unit sales totalling 125,677 household 
electric washers, the month’s business 
exceeded that of January 1940 by 11.90%. 
Gains in the various price groups brought 
the 1941 average retail price up to $74.80, 
compared with $72.60 in January 1940— 
thus providing manufacturers with an in- 
crease of 15.31% in the dollar income. 

It is interesting to note from the cur- 
rent report of the American Washer & 
Ironer Manufacturers. Association that 
commencing with January the Associa- 
tion will make a separate classification of 
the washers retailing for $100-and-over, 
instead of incorporating these in the 
$70-and-over classification as formerly. 
According to the January figures, the 
$100-and-over models sold at an average 
retail price of $145.38 and accounted for 
12.76% of the month’s business. The ad- 
ditional details concerning sales by price 
groups, as given below, indicate gains in 
all but the low-priced models, which 
dropped 39% from January 1940. 


January 1941 .......... 125,677 washers 
January 1940 ........4. 112,298 washers 


Saturation, January 1941—15,600,000 


homes, or 66.1% of total wired homes. 


Washer Sales—By Price Classifications 
Average 


Retail Jo to 
Units Price Total 
Below $40.00 
Jan. 1941 .. 4.277 $ 38.04 3.40 
Jan. 1940 .. 7,012 $ 38.61 6.24 
$40—$49.99 
Jan. 1941 .. 24,262 $47.85 19.31 
Jan. 1940 .. 19,101 $ 48.19 17.01 
$50—$69.99 
Jan. 1941 56,243 $64.10 44.75 
Jan. 1940 .. 52,814 $ 64.04 47.03 
$70—$99.99 
Jan. 1941 .. 24858 $ 86.08 19.78 
$100 & Over 
Jan. 1941 .. 16,037 $145.38 12.76 
$70 & Over 
Jan. 1940 .. 33,371 $107.27 29.72 
Total 
Jan. 1941 .. 125,677 $ 74.80 100% 
Jan. 1940 .. 112,298 $ 72.60 100% 
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GAS ENGINE WASHERS 


A rise of 11.60% in unit sale 
engine washers was reported by 
American Washer & Ironer Manus 
turers Association for January 
versus January 1940, but at th 
average price of $89.29 this year 
pared with $92.41 a year ago. Becay 
of the decrease in unit prices, th 
for the month, which in units amoum 
to 11.60%, meant only a 7.83% gain 
retail dollar volume. 

As with electric washers, the Ass 
tion is likewise reporting separately { 
1941 sales of gas engine washers retai 
for “$100-and-up.” According 
January report, the average washer 
this high priced group sold for $13) 
retail, while the group represented 15.6] 
of the month’s unit volume. 

January 1941 ........ 7,734 gas was 
January 1940 6,930 gas 2 


wa 





Gas Washer Sales, by Price Grou; 
Average 

Retail % 

Units Price Tot 


Jelow $70.00 


Jan. 1941 .. 1310 $ 64.44 If 

Jan. 1940 ..- 1,738 $ 65.60 25 
$70 $99 00 

Jan. 1941 .. 5.217 $85.86 67 
$100 & Over 

Jan. 1941 .. 1,207 $131.09 
$70 & Over 

Jan. 1940 .. 5,192 $101.38 74 
Total 

Jan. 1941 .. 7,734 $ 89.29 if 

Jan. 1940 .. 6,930 $92.41 10 

v 


PORTABLE IRONERS 


In accordance with a change in pract 
the American Washer & Ironer Mar 
facturers’ Association will report 1% 
sales of household electric ironers on 
new basis, showing separate records ! 
the portable models. Thus for Janu 
1941 the Association reports a total 
11,851 portable ironers sold, retailing 
an average price of $28.44—or a 
increase of 343.36% over comparable sa 
of January 1940, and a rise in average’ 
tail price from $27.49 to $28.44. 


January 1941 ....11,851 portable irone 
January 1940 .... 2,673 portable ir 
v 


STANDARD IRONERS 


Further information from the 
ican Washer & Ironer Manuf 
Association reveals a total of 9,135 


an 
ard electric ironers sold in January 1% 
an increase of 18.64% over compara! 
sales of January 1940. The average 
price fell, however, from $84.61 a yé 
ago to $80.05 in January 1941, there 
yielding but a 12.24% gain in retail doll 


volume, or 6.4% under the unit gain. 


January 1941 ....9,135 standard irone 


January 1940 ....7,700 standard son 
Saturation, January 1941—1,684, 
ironers, or 6.6% of total wired homes 


Standard Ironer Sales, by Price Gro 


Averagt 


Retail 


Units Price Tot 


$30-$49.99 


Jan. 1941 .. 706 $ 40.68 
Jan. 1940 .. 878 $ 37.9 
$50-$79.99 } 
Jan. 1941 . 4,378 $ 69.30 4 
Jan. 1940 2,542 $ 69.95 
$80 & Over a 
Jan. 1941 .. 4,051 $9854 * 
Jan. 1940 .. 4,280 $102.5 . 
(of ae eee ee eee 
Jan. 1941 .. 9135 $ 80. 10 
Jan. 1940 .. 7,700 $ 84.6! 10 
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ranges | 
previous 


































RANGES 


ith electric refrigerators, t 


ary 1941 volume of household 
ranges established a new high 
srevious months. In comparison with 
ear, the January volume 
ng.80% over January 
‘ lowing records compiled 
National Electrical Manufacture 
Fg OO 
, eee 36,39 
4ERS Sa a January 1941- 
homes, or 11.2% of total wired h 
sales of ; 
ed by : + 
r Man 
ar 
the | WATER HEATERS 
VE 
NEMA water 


go. Be The 
reports a total of 7850 slectrien 
amoung™ated water heaters ‘Cae age type 
3% gain Mlanuary 194] a gain of 8.12¢ 





oO ove! 


he Janu- 

electric 
over all 
last 


advanced 
1940—as shown in 


by the 
rs Asso- 


6 ranges 
5 ranges 
-2,.865,000 
omes. 


eater membership 


lly-oper- 
) sold in 
r com- 


parable sales of January 1940, as well as 





1e Ass gest monthly volume since June 
parately 9940 
con = lamary 1941 ........ 7,859 water heaters 
washer muary 1940 ........ / ,269 water heaters 
for $13)@™ Saturation, January 1941 — 850,000 
nted 15 mes, or 3.3% of total wired homes. 
gas wa v 
Jas ] 
~ VACUUM CLEANERS 
age 
tail 9 Keeping pace with the trend of other 
ice I anches of the appliance industry, the 
4 1 cleaner industry set a new record 
4.44 r January in floor cleaner sales—this 
5 60 lume amounting to 117,408 units and 
: ending 26.17% above comparable sales 
19.8 January 1940. Contrasted with Janu- 
1938, the previous high January for 
1.0 time, the 1941 business represented an 
7 Pi Case of 17.54% 
1.38 74 wr hand cleaners, the January 1941 
lume totaled 30,177 units, or 10.29% 
9.29 1 re than that of January a year ago, but 
2.41 10 ; bara - ® under corresponding sales of 
y 1937. 
Scien records of industry sales 


ERS ; from the 


Association: 


Irers 


Vacuum Cleaner Manu- 


eaners & 


2,552,100 


e in practi@ly ~ 
ner Mf ainuary 194] ° 117,408 floor cl 
rong 30,177 hand cleaners 
; ne rs ry.1940 . 93,053 floor cleaners & 
yomcte 27,362 hand ¢ leaners 
for Jan —— C 
. aturation, January 1941 —1 
Ae es, or 49.2% of total wired homes. 
or a 
parable s v 
| averag 
44 
rable ROASTERS 
tabl ’ 


aster sales of January 


wer 


e disap- 


ntir ng, dropping 1,967 units or 20.46% 


"om 


> January 1940 comparat 
:s ‘ report shows this loss a 


ERS 








ive. The 


ccounted 


WIRED FARMS 


Through newly compiled estimates of 
the Edison Electric Institute, ELecTricaL 
MERCHANDISING now has available a sta- 
tistical tabulation showing the number 
of electric farms throughout the various 
states of the country, as of January 1, 
1941. A summary of this data indicates 
that out of a total of 6,096,789 farms in 


the United States, approximately 1,998,- 
361 or 32.6% are receiving electric serv- 
ice from power companies. This repre- 


sents an addition of 286,688 farms wired 
during the year 1940. 3y geographical 
regions the picture is as follows: 


1/1/41 % 
New England..... 86,278 63.8 
Middle Atlantic 249,800 718 
East North Central 563,519 56.0 
West North Central... 238,283 21.9 
South Atlantic........ 255,006 25.0 
East South Central... 152,883 14.9 
West South Central.. 129,240 13.4 
REE 90,035 38.6 
PEE Oise vesew see xk 223,317 80.9 
Wired Farms.... 1,998,361 32.6 


v 
RETAIL SALES 


On the basis of figures supplied by 270 
household appliance stores, the Depart- 
ment of Commerce announces a rise of 


17.0% in the retail sales of these outlets 
for January 1941 versus January 1940. 
In retail dollars the business of these 


companies amounted to $1,241,535 in Jan- 
uary 1941, against $1,060,933 a year ago 
Sectionally these figures break as follows : 


Jan. Jan. % 
1941 1940 Change 
N. | $141,149 $137,057 + 3 
M.A... 222,051 192,055 +16 
E.N.C.... 381,091 310,677 +23 
W.N.C... 46,944 38,169 +23 
J Seare 39,816 28,445 +40 
W. S. C. 64,241 61,665 + 4 
Mount. 89,466 84,537 + 6 
oes 255,967 208,328 +23 
Total $1,240,725 $1,060,933 +17 


UTILITIES VERSUS DEALERS 


A summary of data, compiled from the 
Local Market Surveys published in the 


January statistical issue of ELecTRICcAL | 
MERCHANDISING, indicates that in 14 
areas for which such figures were re- 
ported, power companies sold 12.07% 
of the 1940 appliance dollar volume, 
while the remaining 87.93% passed 
through independent retailers and mail 


order houses. 
the 
ures from which this analysis was made: 


The following is a list of 





1940 Appliance Sales in Retail Dollars 
Utility Dealer 
Carolina Pwr. & Lt. 3.9 % 96.1 % 
N. J. Pwr. & Lt.. 25.0 75.0 
Alabama Pwr. Co.. 15.1 84.9 
Philadelphia Elec... 10.0 90.0 
New Orl. Pub. Serv. 88 91.2 
Georgia Pwr. Co.. 546 45.4 
So. Colo. Pwr. Co.. 35.5 64.5 
Utah Pwr. & Lt.... 48 95.2 
Cen. Ariz. Pwr. Lt. 3.0 97.0 
Idaho Pwr. Co..... 10.0 90.0 
Pac. Pwr. & Lt.... 30 97.0 
East Ore. Lt. & Pwr. 27.3 72.7 
Puget SoundPwr.Lt. 9.9 90.1 
grit. Col. Elec. Ry.. 16.0 84.0 
Total 14 Territories 12.07% 87.93% 
According to further data contained in 
the 1940 Local Markets Surveys, it is 
found that among 45 areas reporting 
electric range sales, power companies 
sold 25.72% of the unit volume, dealers 
74.28%; in 42 areas reporting electric 
refrigerator unit sales, the proportion 
was: utility 7.87%, dealer 92.13%; in 35 
areas, utilities sold 2.97% of washer 
unit sales, dealers 97.03%; in 29 areas 
utilities sold 6.8% of the ironer unit 


volume, dealers 93.2%; and in 45 areas 
utilities sold 36.19% of the electric water 
heater units, dealers 63.81%. 


the Ama?’ by decreases of 1,515 roasters in the 
anufactureeoRer sized, over-15-quart models and 
9 135 stan - TOasters of the medium sized 11-to-15 
anuary 19M™@4tt models—offset by a gain of 150 
comparaygesters of the small 7-to-10 quart sizes. 
average we, ¢ Note of optimism in the January 
4.61 a ye om report, however, is the fact that the 
941. there Re sized roasters not only represented 
retail dol 486% of the month’s volume compared 
nit gain 191 21% of the January 1940 volume, 
aed inet t sold at an average price of $12.50 
ie ase mirs. value) this year, against $11.62 
aa poor ast year. 7 hus the dollar yield to manu- 
Hl OF a turers for the month is down but 
red homes. #)>.29% grteares with the unit decline 
ri rou 20.460 
rag January 1941 ............ 7,645 roasters 
tai b 2, are 9,612 roasters 
rice 5 Saturation, January 1941 — 1,247,500 
ny mes, or 4.9% of total wired homes. 
3795 Il Roaster Sales, by Sizes of Models 
9 s Jan. Jan. % 
~y Ipacity 1941 1940 Change 
) 
‘to-10 qts. incl. 355 205 +73.17 

8.5 ” to 15 qts. incl. 38 640 —94.06 
2.89 5 er 15 qts. 7,252 8,767 —17.28 
30.0° 10M Total Units. 7,645 9,612 —20.46 
B4.6! 10 a Value $93,251 $110,251 —15.29 
NDISINMELECTRICAL MERCHANDISING—MARCH, ‘1941 
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cast BAR-B- KEWER broils” who 


re _adds an extra oven to 


chickens, rib roasts.- 


CASH IN ON 
THE ESTATE 
BAR-B-KEWER 









you're NOT OR 


can actually broil. 


but standing rib 
chickens 
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ham 
B.Kewer is performan 
meat. all the over sp4 
ing cakes. pees biscul 
dishes. (It's just like ha 
* weer’ . a eer Why wait! You dese i 
err : heautiful. modern Estat 
. sithe hind «wea@utitu 
ea ; et ur Estate 
" : , one deserve them, now sl 
tities th tows rrov You can buy Jr Fstate Kange ot 
hut t tl th mo “ (aoe a ee: 
’ feat bey surpris singly small monthly pa > nse ra 
Nas I we | | 
eo * 
F ~*~ 
€ “ 
ddie weet) 
ric aorrsee Gas (SHELGAS exc! a ” ay enn st 
. , ’ ” 
spre eit reek aan or THE jones £5, ; 
made BY Me 


THE ESTATE STOVE CO., HAMILTON, OHIO 
Dept. EM-3 

Rush complete details. 
for (Check which) 


ESTATE 





Am interested in ranges 








City Gas CJ Bottled Gas [ Electric | (At 
Name —_ i a 

Firm Name 

Street_ 

City_ State > 


Collins Electric Have 


A “FOUR WEE 


99 


Sales Plan 














To insure year-round pro. 
motion on home laundry 
equipment, they devote one 
week to rebuilts, the second 
to combinations, the third 
to a special trade-in offe 
and the fourth to a low. 


price promotional model 








Reading left to right—Paul Rule, Norman Miller (both Collins 


Electric Co. 


sachusetts. And he I 


ny 
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salesmen), 


\ iundry 
vasher and ironer busi- parati 
_ 


is i 
Week” sales plan 


b ; 
neglected in t 


. The 


and Florence D. Gendron, 


rder to get a volume of home 
equipment business at a com- 
vely low sales cost, Sam Boyd 
vised what he calls 


“Four 
“Four Week” plan is so 
and 
he general press of 
Mr. Boyd 
1undry 


that washers ironers 
feels that the 
equipment business 
be a twelve-month continuous 
tv in order to get the best re- 
the “Four Week” sales 
the fol 


perates in lowing 


. One week in each month, Collins Elec- 


tric Company advertises rebuilt ma- 
chines in the classified section of the 
local newspaper as traffic builders. 
This form of advertising serves a two- 
fold purpose. It disposes of the bet- 
ter trade-in machines at a good price 
and brings in prospects, who in many 
cases can be sold new machines. 

second week, the advertising 
features the advantages of "An Elec- 
tric Laundry,” usually the $49.95 
washer with either a wringer post 
ironer or the portable model. At 
special terms, this combination has 
always been a sure-fire hit and brings 
in plenty of prospects for the sales- 
men. Not all of these prospects buy 


customer. 


a washer and ironer, but most of 
them do buy a washer, and when 
they go out they are sold enough 
on an ironer so that many of them 
add one to their account before their 
washer contract is fully paid. The 
Collins Electric Company displays a 
complete line of washers and ironers 
on the floor at all times, and this 
method of complete display, accord- 
ing to Mr. Boyd, “particularly lends 
itself to easier step-ups and the pro- 
motion of ironer sales." 

3. The following week, this firm features 
the highest priced wringer-type ma- 
chine, with a special trade-in offer on 
old washers. This advertising serves 
a threefold purpose. It appeals to 
those buyers who want good things 
and are willing to pay for them, and 
“there are many of these—regard- 
less of the opinion of some salesmen 
and dealers," says Mr. Boyd. It ap- 
peals to those who have an old ma- 
chine to trade in, and it can be so 
written to constitute a "prestige" ad 
for both the manufacturer and the 
dealer. 

4. A low-priced promotional model is 
stressed in advertising during the 
fourth week, at very attracive terms. 
This activity brings in the buyers who 
might ordinarily go to the chain or 
borax furniture house. This type of 
prospect usually needs a large-ca- 
pacity machine and can be sold up 
almost invariably. 
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The Collins Electric Company be. 
lieves that a well-planned activity ea 
week of the year will keep wash 
and rolling right into 
homes of Springfield housewives 


ironers 


definitely, and the results of 
years’ success tend to verify 
belief, 


Sam Boyd says, “It seems to be t 
that appliance dealers have to | 
their home laundry equipment pro: 
tion. An analysis of the sale of | 
laundry equipment shows the foll 
ing picture: 

a. Home laundry equipment sell 

has no sharply accented seas 
The business is steady the yea‘ 


round. 

b. Discounts are generally bette’ 
than discounts on other app 
ances. 

c. Repossession of washers is almos! 
nil, 


“If any dealer could keep his selling 
of any appliance on an absolutely eve 
keel, the average monthly sales would 
84%. Home laundry equipmer 
in any one month seldom dr 
below 5% and hardly ever exc 
10.5%. With favorable discounts a! 
low repossessions, the profit factor 4 
laundry sales is probably better t! 
that of any other appliance sellin 
program. Yet, we find the 
appliance dealer promoting Ho: 
Laundry Equipment as a fill-in | 
balancing off the seasonal curves 
radio and refrigerator sales. Se! 


be 


sales 


avefas 


does the average dealer give 
laundry equipment its proper p! 

the appliance picture. The 

the refrigeration season starts, was" 
ing machine hit th 
toboggan — promotion ceases —5 
men selling more than one app! 
quickly switch to the easiest 
sell. Competition for floor and 
space relegates home laundry 
ment to the rear of the store a 
naturally grow less and less as ! 
concentration on seasonal ap 


. 9 
increases. 


schemes 


ELE 





Jd pro. | 
aundry (we 
te one 


Visitors at the plant find the Final Test for Performance of 







econd every Briggs & Stratton motor as impressive and exacting as 
‘i are the continuous tests and inspections at every step in the 
> third manufacture and assembly of Briggs & Stratton air-cooled motors. 
1 offer 
a low. 
del 
pany t es - ; 
vity ££ 7 ty ; ” 
ViVE . - 
of “729 wath Ww a mn 
Fut (bat ti corer : 
| cas vais MUU | 
' 
ay 4 . | te | = TTT] 
. ani s. “4 | 
‘ Vi fi 
oe GASOLINE 


MOTORS 


Final testing equipment in this, the most modern and fully 
is selling equipped plant of its kind in the industry, includes bat- 
eghae teries of automotive-type electric dynamometers — testing 
-quipme: each Briggs & Stratton motor for power efficiency under 
full load — as well as a thorough tune-up and running-in. 


Another Reason Why the Briggs & Stratton Trade- 


tte “a Mark Is Your Assurance of Years of Trouble-Free 
e selling and Economical Performance in the Field. 
: > 7) te) 9 


atin More than one and a quarter million Briggs & Stratton air- 
“4 cooled, 4-cycle gasoline motors — furnishing dependable 
ge power for hundreds of machines, tools and appliances have 
given practical proof of their unusual ability to “take it.” 


BRIGGS & STRATTON CORP., Milwaukee, Wisconsin, U. S. A. 


t mt IT’S POWERED RIGHT WHEN IT'S POWERED BY BRIGGS & STRATTON 
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THE NAME IS SOLD! 
THE QUALITY IS ESTABLISHED! 


THE OPPORTUNITY 


NOW is 
Nation Wide ! 


COLES HOT BLAST 


has a 55-year sales record 


BIG 
MARKET 
for 
OIL 
HEATER 
SALES 





There's no better name in stoves than Coles Hot Blast—now looms 
a big sales market for you—simply tie to the name—the quality— 
the opportunity and dig in for a big share of OIL HEATER SALES. 

COLES makes Hot Blast Oil Heaters in 5 models—and the price 
range gives you an opening in every class of home. Two types of 
force fan circulators are available—a floor warmer, and a sprayer 
heater. 

Look at the COLES line and you see compact design—fine 
styling—patented features . . . . units that get quick approval. 

Included in the line are Gas and Coal Heaters—it gives you a 
well-rounded line. Write now for Dealer Catalog No. 119—ask 
also about our free dealer selling helps. 


COLE HOT BLAST MANUFACTURING CO. 


3108-26 WEST 51ST STREET CHICAGO, ILL. 








OIL GAS 


ios 9- 












The Full Profit Heater Line 
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Recipe for § 


Selling 









lroners 








Northern California tries : age 
cooperative advertising, tee 
a 10 per cent discount Bre cos 
and home demonstra- A tv 
tions to increase ironer rhe 
sales 126 per cent in fy 
one month vt 
ich 
4 in 
ine 
ALES of electric ironers in north- any new purchaser. The individual in. 
ern California during September, who had owned any type of ironer is B\erci 
1940, were 126 per cent above those always a better prospect for new equip- 1 
of the corresponding month in 1939. ment than the untried prospect could pha 
Washing machine sales, too, showed possibly be. ous 
a healthy increase of 22.8 per cent Thirdly—and perhaps most import- re 
during the same period. How was it ant of all, was the excellent industry gh 
| done? The answer lies in the promo- teamwork, with genuine sincerity of no 
tion sponsored by the Electrical Ap- purpose and enthusiasm behind the Bred y 
pliance Society of Northern California program. Practically all leading makes tere 
in which all branches of the electrical of laundry equipment participated 5, 
industry enthusiastically played their the campaign, including ABC, Apex in ; 
part. Bendix, Easy, General Electric, Hor- ede 
The details of the program were ton, Hotpoint, Ironrite, Kelvinator stri 
simple. First of all, it was a home Norge, Simplex, Speed Queen, Thor liv; 
laundry campaign—not simply a pro- Universal, and Westinghouse. e € 
motion or ironers. This meant that it The distributors agreed to provide 
attracted the interest of everyone in- their dealers with a stated amount 
terested in the home problems of fam- cooperative advertising, at least 
| ily wash, whereas a campaign simply half of which was to be devoted t to ar 
| based on ironer equipment might have _ironers. That the agreement was mor ndus 
| repelled some at the start who did not than met was evidenced by the record ich 
| know enough about this “partner of of advertising which showed an in- 
the electric washing machine” to know crease, reckoned by cost in dollars, 0! 
| that they wanted to buy one. As it was, 69 per cent on washers and 577 pet 
| many double sales of complete electric cent on ironers for the period of the 
| laundries were made. campaign as compared with the cor- Sti 
| Secondly a special campaign dis- responding months of the previous uece 
| count of 10 per cent was offered on year. A final compilation of reports Jj ‘ok 
| ironers only—and this applied to iron- by the Appliance Society showed that and 
ers of all types and price ranges, whereas the agreed amount of cooper- ffec 
| either standard or portable, with the ative advertising was to have been in Mi 
| exception of the post type. Numerous the neighborhood of $10,000, actually nere 
sales of portable ironers were made, the total spent on home laundry ad- J ‘at 
thus introducing the ironer principle vertising by distributors and dealers “art 
into homes which later on can be sold totaled $15,071.44. This was in aidi- Ive 
the more adequate equipment. For the _ tion to the $35,000 spent by the Appli- vive 
truism about ironers, of course, is that ance Society and the Pacific Gas and 
| they have to be used to be appreciated [Electric Company on various adver- ture 
and that old timers are twice as en- tising media such as newspapet t] 
| thusiastic about their equipment as_ vertising, display material, free mat m 
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Rater publicity service, radio 
Broadcasting and other details of the 


S Results in actual sales made showed | 
- 1 . . | 
305 washers sold in September, 1940, | 

, paign month, as against 3,578 


ring the same period of the | 


} . ; 
\ ear previous. Ironing machines to the 
mber of 1,191 were sold during the | 
mpaign, as compared to 528 sold 


juring September, 1939. The increased 

a les volume was carried over as well 
to the succeeding month, October 

wing a record of 4,030 washers 


ee e 
| 836 ironers sold, as compared | 
ith 3,460 washers and 496 ironers 

ld during October of the preceding hy 


Handful of small articles can 
be taken from compartment 









out 
Prorits 





increase Y 
gles and 














Adequate Demonstration 


EXTRA No. 1 


Reports from the field suggest that 
increased advertising, plus demon- 
tration was responsible for much of 


e success of the campaign. In some | Double Duty Agitator with 















stricts the distributors and the util- washing compartment forsmall and put through wringer at 
joined in holding advance schools and dainty pieces that are one time. 
r salesmen, giving them the type of difficult to remove from the 
struction which was needed for store large tub,— and— providing 
field demonstration in each partic- at the same time extra scrub- The ribs create extra scrubbing 
‘ase. In two small argremers bing action to the clothes in SEER thes in the 
; mstrators were provided through the large tub. large tub as it revolves back 
tries agency of the Society, the dealers 
. saying half the cost. With thirteen and forth. 
ung, alers participating in this promotion, Barton Model 
unt the cost for each was about $1.20 each. Duplex Molded Plastic Agi- C-71S 
tra- —a tw -weeks’ period one demonstra- tator—Barton pioneered this 
yner bor reported 135 interviews. ; improvement. Smooth and easy 
[he success of the recent campaign on clothes — doesn’t tamish. 
rin particular interest, following as 
lid a number of experimental plans 
*h have been tried out in Califor- 
in an effort to revive the ironet 
iness. One of these, the San Jose 
dividual in, was reported in ELECTRICAL 
Fomer is ERCHANDISING in 1938. Under this le latest Barton contribution—the molded 
/ 7 gram, home demonstrations were plastic duplex agitator with unique washing compartment 
—— ag gp ge ' salesmen ea . assembly—is the most attractive washing machine feature 
import- re old rw begeecdttar ti gone By ga offered in 1941...Women buyers immediately like its many 
ndus ghtly increased price. The combina- advantages—and our dealers have been quick to reorder. 
rity ‘f a local warehouse strike which We admit that the acceptance of this novel feature has been 
nd t | up stock, combined with a lack of more enthusiastic than even we had anticipated. 
; oa terest on the part of some distribu- 


ge rs, led to the abandonment of this ATTRACTS ATTENTION 


n after its trial period. It was suc- 

















my Hor- eded by a modified program which This Extra Washing Compartment attracts atten- 
"a . ‘tributors were supposed to take up | tion and provides two definite facilities; it adds 

idually with their dealers over extra scrubbing action to the clothes in the large 

entire stric ) ( Tr C; i- $ a . : 
provide a B = a of northern “ye tub, — and it provides safe accessible washing 
cay la 20th of these programs led to . é ; 
unt increase in the sale of ironers, space for small and dainty articles, perforations 
ist one it the volume was not great enough | permitting the sudsy water of the big tub to cir- 
ted t arouse the support of the entire | culate freely in the extra compartment. 
s more Mi industry which is required to make ith i : EXTRA No. 3 
a aed uch 1s required to make The 1941 Barton line with its three exclusive 
nr real success. “Extras’—the Double Duty Agitator—the Water gyYTPA No, 2 ) SPEED 
lars, of hes Deflector Tub and the Controlled Washing and WATER CONTROL 
77 pet United Effort Works Wringing Speeds—will make it easier to increase BREAKER 
oe iP | your washing machine sales and profits ...Write TUB 
- a Still seeki = correc cipe f. . ° 
oe hoiey eeking the COENES CONS Ste or send the coupon for franchise details. 
revious iccess, the Appliance Society under- | 
reports ## ‘ok to meet the problem last fall— 
ed that aid mixed the batter which seems 
Sooper- tectively to have brought results. 
een | t equal value with the immediate 
ctually ‘reased sales is undoubtedly the fact 
ry ad- at all branches of industry have 
dealers ined that ironers can be sold by 
1 adddi- vertising and united effort. A re . THE BARTON CORPORATION, WEST BEND, WISCONSIN 
Appii- ved interest on the part of the pub- Write Today Please give us full information on the Barton 1941 line and franchise details. 
as and > suggests possibilities for the fu- N se 
acyer- ire which may lead to a repeat order For Barton a3 
er ad tthe same dish on the menu for this F . Company Name 3 

: ee ranchise Data 

e ut ning year. Street Address an aa 
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Never before in history has an electric 


range been built with all the automatic 
features of the new Cavalier Model K-45! 
Now you can feature completely auto 
matic control, available on every part of 
the range! A brand new, exclusive fea 
ture that gives you new aid in selling the 


idea of electric cooking! 





MODEL K-45 


Tue New Cavalier K-45 provides the same type of automatic 
control for each part of the range that heretofore has been 
common in ovens only. The Budget Cooker, two surface units 
and the appliance outlet, as well as the oven are selectively con- 
trolled by the handsome Timer Clock built into the backsplasher. 
Furthermore, the K-45 is the first and only range built with a 
controlled heat appliance outlet. Operated by the Cavalier 
Multi-Heat Selector, a full heat range is provided—from 5% of 
the maximum to the maximum. The Multi-Heat Selector also 
provides the same controlled heat for the three surface units. . . . 
Here’s a range that can help you to sell the idea, the advantages 


and the freedom of electric cooking to more customers. Write 





for catalog and full information — today. 


Cavalier 4 aE 

















ELECTRIC RANGES nitive saview 
& WATER HEATERS CHATTANOOGA TENN 


Oo U R > & V¥aew TF 











Amazing Changes 





CONTINUED FROM PAGE 9 








The first apartment building erected in Cleveland 
Heights with all-electric kitchens. This building con- 
tains 37 suites and was completed in 1937. 


unit—well, it’s easy to see that this Besides, electricity today is sold 

convenience is becoming so popular be- such a basis that the more you uw: 

cause it takes over one of the most _ the less it costs. In numerous hor 

disagreeable tasks of housekeeping. in the Heights today, electricity 
Now let’s step into the living room being used in such quantities that par 

Sam, do you remember the lighting in of it costs the consumer only one a! 

our living rooms twenty years ago? a half cents a unit 

It surely was dim and inadequate in 

comparison with today’s living room, On the Job Always 

with its sight-saving lamps. Recalling 

those poorly lighted living rooms of Generally, electricity is doing s 


twenty years ago makes you wonder, task in every Heights home ever 
“How did people see—how did we, minute day and night the year rou 
ourselves, see—to read and do other —at an average cost of a fraction of 
close-seeing tasks in such poor light?” cent per hour! And all the electrici 
Today we expect and we demand you need is always at your serv! 
plenty of light—sight-saving light. Therefore, it is plain that electricity 
And we can have it because light isso by providing light, heat and powe: 
cheap. the home—is contributing most 
portantly and most economically 
40% Reduction in Cost the American standard of home life 
developed and exemplified in the c 
Well, I think I’ve made my point munities “on the hill.” 


clear—how electricity in twenty years No small part of the credit for t 

has transformed every phase of our development of the Heights is due ' 

living. But I suppose I should men- The Heights Press and to yours 1 

e ‘ ” . _ ° ' . 

tion that most of us would be “lost Sam. The educational work you 

witl adios slectri lock é ; . 5 : na 

without our radios, our electric clocks, done has helped bring progress 

our sun lamps and our electric shavers. pass! th 
I could go on and on, Sam, naming ut there is much more to be acce 


such items as the bottle warmer for the plished—for we are still only in the 2 
baby’s milk, and the heater, the attic beginning of the electrical era, as Wé C 





ventilating fan and the room cooler. are only in the beginning of the 

Sut there’s one thing I particularly greater development of the Heights ™ 
want to remind you of, and that is the I am sure that in the future, as 
extremely low cost of electricity. I the past, The Heights Press, und 3 
mentioned that in 1920 the average your able management, will be one 0 te 
family used about 400 units of elec- the most potent forces for civic deve: : 
tricity in a year, and that today the opment. 
average Greater Cleveland family uses My best wishes for your con 
almost 1,000 units. success, 

I think it’s important to note also 
that in 1920 the average cost to the (Signed) JACK NORTH, Presidew! 
consumer of a unit of electricity was : 
about five and a half cents, but that The Electrical Leagu 
today the average cost is under three Midland Building, Cley la! 
and a half cents! That’s a reduction 
of nearly 40 per cent! December 27, 1940 

gE 
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“What Do People 
Look For When Buying An 


Electric Refrigerator?” 


THE “SIX BEST SELLING FEATURES” 
are given this order of importance by a nation- 
wide survey among refrigerator dealers: 1. 
Brand Name. 2. Equipment, Interior Arrange- 
ments. 3. Price. 4. Style and Beauty. 5. Econ- 





is sold o: 
» you ws 
yus hor 
tricity 
s that par 
y one a 


omy and Performance. 6. Construction. 





ys 





bing s 
me eve 


- GENERAL ELECTRIC ».1:rusicrasn 
-| IS TOPS ON EVERY POINT! 


it for t 
is due! 


age 1, Brand Name. Independent surveys conducted by five 4. Style and Beauty. In no other refrigerator cabinet will 
opress national magazines show that 50% more people prefer you find such a rare combination of beauty and quality! 
the G-E than any other refrigerator. 
be acco! 5. Economy and Performance. No other sealed cold- 
ly in er 2. Equipment, Interior Arrangements. New Perfected making mechanism has the proved performance record 
ae a Conditioned Air! New 10-Star Storage Features with the of the famed G-E Thrift Unit for enduring economy. 
Heights amazing new Butter Conditioner! 
Ire, as 6. Construction. In the notable list of G-E “firsts” is the 
ss, und 3. Price. G-E prices start at $119.95, with a model built all-steel cabinet, stainless steel evaporator, Thermocraft 
“a me to everybody's income. Dollar for dollar, it’s the best buy insulation, Textolite door strips, Glyptal enamel, and, of 
i“ in refrigeration. course, the sealed mechanism, 


sont inued 


| GENERAL @ ELECTRIC 
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LIFE is planned in advance 





for Black & Decker Vacuum Cleaner Motors 





See Your Kitchen Before 
You Buy It! 








"Why, yes, | would, although I'm afraid 
a dishwasher might be a little too expen- 
sive for me.” 


"That is why | think you'd like to know 
about them now. It costs less to install 
a dishwasher while you are building (or 
remodeling completely) than if you wait 
until it would be necessary to tear out 
the sink. If you don't discover how grand 
they are till your kitchen is finished, I'm 
afraid you may never be able to enjoy 
one. 


Negative selling? Well, perhaps, 
but the bug-a-boos exist in the public’s 
minds concerning dishwashers. They 
think they are difficult to load, that 
you have to rinse the dishes first, 
that the dishes go round inside and 
are apt to break and they are certain 
that scum all around the 
tub that must be removed. Lay those 
fears. Simply and convincingly show 
them that a dishwasher really works 
and will wash a 


there is a 


for six in 
less than ten minutes and your prospect 
will want Many architects are 
familiar with the new improve- 


service 


one. 


not 


CONTINUED FROM PAGE 28 





itself recommended. If a_ kitch 
planning expert is to enjoy the re. 
spect of the architect, she must wu. 
derstand that windows play an impor. 
tant part in the outside appearance o; 
a home and cannot be moved at will 
She must be ready to make compro. 
mises with the dining room whe 
thinking of shifting a door. Not ever 
kitchen can be letter perfect, but there 
is none that is not the better for hay- 
ing been subjected to study by a fond 
owner and an impartial authority, 
The Electric Institute is in a splen- 
did spot to offer a kitchen planning 
service. Because there is nothing for 
sale, the public has much more conf- 
dence in the information it receives 
When a satisfactory layout has beer 
agreed upon a floor plan is drawn ar 
the prospect is given a directory of the 
Institute members who carry complet 
kitchen equipment. The prospec: 
must contact the dealer or dealers 
his choice to obtain an estimate. 


To Insure Maximum Service with a minimum of servicing, every Black & Decker vacuum 
leaner motor is specifically designed and custom built for the particular type of cleaner 
in which it is used. Black & Decker engineers, seasoned by years of experience in solving 


ments in dishwashers and try to dis- 
courage their purchase. Therefore, it 


103 Kitchens Planned 





! 
wuum ¢ 


leaner motor problems, know the conditions of service each motor must meet, 


nd design it accordingly. Long motor life is planned in advance. 





Each Separate Part of a Black & Decker 
ium cleaner motor must fit perfectly to 
produce a smooth, quiet, efficient unit 
\bove is a hydraulic broaching machine 
r broaching holes in commutators—a 
method which meets the minute tolerances 


f this important 


operation, 





At High Speed, this press produces arma- 
ture and field laminations in one operation, 
using a 6-stage follow die. Dies are made 
sectional and form ground to turn out 
punchings with a minimum of burr, and 
to assure a degree of accuracy which makes 
ill laminations interchangeable. 


In One Operation, both steel sleeves and 
rings for commutators are produced on this 
six-spindle automatic. This simultaneous 
operation makes certain that these parts 
will fit together accurately at all times 
highly important since they are the very 
heart of the commutator. 





= f Sab A ai ed 
For Clinching Sales and keeping vacuum 
cleaner buyers happy, you can’t beat Black 
& Decker Motors. They are specially de- 
signed and built in many sizes and types 

for small hand cleaners, for bag and cylin- 
der-type household cleaners, for large in- 
dustrial and institutional cleaning units. 


THE BLACK & DECKER ELECTRIC COMPANY, KENT, OHIO 


BLACK & DECKER 





Specialists in the Design and Application of 
UNIVERSAL MOTORS 
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is necessary to answer in advance 
any objections which he may present 
> prospect 

this will take some time. To 
plan the average kitchen will absorb 
an hour to hours. It is time 
spent in making new friends for three 





two 


important appliances, the proper place- 
ment of 


which assures more satisfied 
users, 


Most Kitchens Are 
For New Homes 


At The Electric Institute the ma- 
jority of kitchens planned have been 
for new homes. In almost all cases, the 
contacts have been made with the 
owner. Great respect is shown for the 
architects’ ideas and only in rare cases 
are structural the 


changes in house 


In 1939, one hundred and_ thirt 
persons sought Institute advice on on 
1 ° " =e 
hundred and three kitchens and eighty 
three actual layouts were made. 

check-up at the end of the year showe 
that seventy per cent of the kitc 
anning interviews resulted in elec- 





ric range sales, seventy-one per cen! 
in electric refrigerator sales at 
twenty per cent purchased dishwas! 
ers. 

By the latter part of last yea 
had been 103 layouts mad 
It has been possible to contact t 





iirt 
of these individuals whose equipmer 
has already been installed. Among th 
number, there have purchase 
twenty-six electric ranges, twenty-ni! 
electric refrigerators and nine elect! 
dishwashers. In four cases, cl 
sacl = aw ne } -_) 
washers have been included als 


been 





“GRACIOUS SAKES, MY NEW SWEEPER!" 
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WINDOWS — Here’s the way you can use the 
special March display that ties in with the Saturday 
Evening Post ad right in your window. It helps make 


your store headquarters for the March Right Size 
Lamp month activity. 


COUNTERS— Of course you should feature right 
size lamp bulbs all during March. Put the special 
display tie-in card on your lamp bulb counter, right 
at the point of sale. 


MERCHANDISING RACKS — Or you can put 
the special display tie-in card on top of your wire 
merchandising bulb rack where it will remind cus- 
tomers and sales people too to fill empty sockets. 


GENERAL ({) ELECTRIC 


ISING—MARCH,. 1941 
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pushing fluorescent light- 



















Light Conditioning Clinic 
Held by General Electric at Nela Park 


Nela Park Experts Review 1940 
Light Conditioning Accom- 
plishments and Study 
1941 Prospects 


AND, OHIO—Home Light 
| biggest 


oT 
i was hailed as the 


LEVEI 








ypportu 1941 for utilities, electrical 
vholesale manufacturers and mer- 
ants at a 2-day merchandising clinic 


eld by GE’s lamp department February 


3} and 4, at Nela Park, Cleveland. Chief 
among those attendance were utility 
ymmpany dealer developers, home light- 
ng supervisors, new business executives, 
jobber lamp specialists, and equipment 
nanulacturers epresentatives 





HAROLD H. GREEN 


First half of the 2-day program, with 
Nela Park’s Harold H Green serving 
levoted to talks and 
kits by Nela Park experts covering 

me light cor ogress made in 


1ditioning pr 





1940, opportunities, and objectives per- 
taining to light ynditioning in 1941 
Featuring the second day’s activities 
vere talks delivered by utility, wholesaler, 
ind manufacturers’ representatives , 
vased on the experience gained from 






iome light con- 
litioning activities Serving as chai 
man for this part of the 2-day clinic 
E. D. St f Nela Park. 


Guest Speakers 





+ 


(suest lud 


speakers included J. R 
New Orleans Publi 
pany H Stedman ee 


und Light Co., 


Guidroz 
Service Com- 
Penn. Power 
Robert Butts of Ohio 
Service Co., Elizabeth Mosley of 
Arkansas Light & Power Co., and Harry 
Rostofski of West Penn. Power & Light 


Co Among Nela Park speakers were 
H ’. Barnes, H. H. Green, Mary 
Webbe Helen McKinlay, Aileen Page, 
E. W. Commery, L. P. Moyer, N. W. 
lownsend and E. D. Stryker. 

Speakers furnished facts and figures 
taken from actual experience to support 
their optimism and enthusiasm on such 
points as the following Home Light 
Conditioning pays handsome profits to 
lealer, jobber, manufacturer, utility, and 


homemaker Only a coordinated 
sales operation yields the greatest profit 
for all Who are the successful 
light conditioning dealers, look what they 
light conditioning dealers, look what they 
did, and here’s how they did it 

Light conditioning dealer developers, 


home calls, new approaches, new tools 
What the wholesaler may expect 
from light conditioning and how to ob- 









tain it and the status of fluorescent 
lighting in the home light conditioning 
picture. 


$64.52 Per Home 


A large percentage of home owners, it 
was revealed at the conference, will im- 
mediately buy complete home light con- 
ditioning if it is presented to them as a 
unit instead of in dribbles. The average 
home needs $64.52 worth of light con- 
ditioning equipment. Over a five year 
period this home will buy $8.00 worth 
of Mazda lamp renewals, will buy $100.00 
worth of added electricity to operate 
the light conditioning. Surveys made in 
1940 show that the potential market for 
residential light conditioning is 20,000,000 
homes. Were these homes to be prop- 
erly light conditioned, a gross of $3,430,- 


000,000 would at the end of five years 
» divided as follows: 

% of 

Total 
Retailer . $544,000,000 15.9 
Wholesaler . .$229,900,000 6.7 
Equip. Mfr. ... .$507,500,000 14.5 
Mazda Lp. Mfr. . .$148,600,000 4.3 
Utility Co. $2,000,000,000 58.6 


Mr. Green pointed out that home light 
mditioning should be looked upon as a 
complete package. In importance it takes 
its place along side of the electrical re- 
frigerator and other appliances which 
with organized sales effort behind them 
have enjoyed tremendous sales. Whereas 
these appliances are well on their way 

»ward their saturation points, light con- 
litioning is just beginning. It is a rela- 
tively low unit of sale. It offers every- 
me a grand opportunity. Reasons given 
for the great ps of homes limping 
along without light conditioning: No- 
body has tried to sell them light con- 


ditioning; people are not aware of the 
inexpensive modernizers now available; 
they do not realize how little it costs 










for the extra electricity required to trans. 


form poor lighting into Light Cond). 
tioning; and, renters do not realize tha 


these light conditioning items may fh. 
taken away with them should they choos 
to move. 

Chief among reasons 
light conditioning, according to Mr; 
Green are these: The immediate an 
tremendous improvement in the — 
and appearance of the home created | 
comprehensive demonstration of the | im 
Conditioner Items required; specific rec. 
ommendations by an experienced an 
trained expert on what to buy and where 
to buy it; and, the inexpensiveness oj 
parts and extra electrical current needed 
for a completely light conditioned home 


why people buy 


Big Utility Revenue 


Mr. Green further showed that the 
utility which receives 58% of the con- 
sumer’s light conditioning dollar receives 
four times more revenue from that dollar 
than from the average appliance dollar 
Which, according to Green, is why the 
utility should assume the greater share 
of the selling effort in the local light 
conditioning activity. 

In a-b-c style Mr. Green outlined pre- 
cisely what steps a utility should take 
to properly coordinate and direct a hom 
light conditioning activity, set quotas, 
train advisors, develop dealers, adver- 
tise and so on. Specific directions were 
given for the retailer, wholesaler, equip- 
ment manufacturer, and for the lam; 
manufacturer, each in proportion to its 
stake in the profits. 

Among “tools” featured at the 
ference were a typical Home Light Con- 
ditioning Center, effective store and win- 
dow displays, samples of light condition- 
ing advertis sing created for 1941, and 
portable lamps. Mr. Commery described 
the types of fluorescent portable lamps 
already in use and speculated upon the 
possibility of a trend toward the greater 
use of fluorescent lamps throughout tl 
home 





con- 





M. B. Austin Dead 
CHICAGO—The first Chicago salesma: 
for the Western Electric Company, Mer 
ritt B. Austin, chairman of the board 
of the company of that name, died Jar 
ary 24, in Winnetka. He was 72. At 
one time he was sales manager for 
Knapp Electrical Works of Chicago, later 
founding the M. B. Austin Company, a 
sales agency for electrical manufacturers 























































Lighted Gifts For Easter 


Lighted gifts are becoming more 
and more popular for Easter. Gift 
suggestions in lamps and lighted novel- 
ties made up an interesting Easter dis- 
play at the Cincinnati Gas and Electric 


Shop. Ornamental floral bases—espe- 
cially lily patterns, lighted crosses— 
and novelties in Easter bunny lamps 


MARCH, 





and story book character bases—tior 
the kiddies or the lighted pot plants 
such as the tulip and lily were assem- 
bled in interesting arrangement in tis 
layout. Upon the large center back- 
ground panel a poster bearing a little 
chick at the top with convincing 
chirping notes—and a tulip decorative 
note at bottom—bore the message— 
“Both Young and Old Enjoy Lighted 
Gifts for Easter.” 
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HANDSOME 
AIR-FLOW 
DESIGN 
ULTRA-QUIET 
MICARTA 
BLADES 


FULLY 
ENCLOSED 
DRIPPROOF 
OSCILLATING 
MECHANISM 


75° OR 45° 
OSCILLATION AUTOMATIC 
ARC FRICTION 
CLUTCH 


GRAY BAKED-ON 


3-SPEED SNAP 
ENAMEL FINISH 


TYPE SWITCH 


EASILY ADJUSTABLE 
FOR 
WALL MOUNTING 


10-INCH OSCILLATING 
DESK-BRACKET FAN 


$1499 


BACKED BY A COMPLETE LINE OF HOUSEHOLD FANS 


You'll Make More Friends, Make More 
Profits, By Selling This QUALITY Fan 


WHY? Because you're selling proper air circulation—not just a 
cheap breeze-blower. This fan is designed and built to move a 
sufficient volume of air in a room to give maximum comfort, with- 
out a direct “draft.” 

Westinghouse gives you a brand-new selling theme to help 
you sell proper air circulation—and the quality fans needed to do 
the job. It’s a combination that will make more friends and more 
profits for you. See the 1941 Westinghouse Fan Program now! 


Order How / SE! THESE New, 


TRAFFIC-STOPPING DISPLAYS FREE! 


Place your order for Westinghouse Fans and get 
these smart new displays without charge. See your 
Westinghouse distributor. 


PACEMAKER 
10-INCH OSCILLATING 


The year’s biggest bargain 
in a moderately priced fan 
for all-around home use. 
“Powersphere” steel blades. 


Rich mahogany 9 Q 95 
brown finish nh. . 


PACEMAKER PEDESTAL FANS 


Sell these easily portable 

pedestal fans for economical 4] ? 4 5 
all-around 12-inch A 
size, $22.45. 10-INCH SIZE, 


WINDOW AND 
COUNTER DISPLAY 


A real “stopper. 
Dog’s ears blow back 
realistically with 
each oscillating mo- 
tion of fan. Keep it 
in your window or on 
your counter right 
through the fan sell- 
ing season. 


ISLAND 
FAN SHOP 


Sets up in a jiffy any- 
where on your sales 
floor. Keeps the fast- 
est-selling models of 
Westinghouse Fans 
before your cus- 
tomers at all times. 
Serves as a perma- 
nent selling center. 





Westinghouse 
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PACEMAKER 
8-INCH 
NON-OSCILLATING 


qual- 
ity fan. Feature it at 


$495 


Fans 


MEMBER OF THE lhe LHe OF ELECTRIC HOME APPLIANCES 
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EVERHOT Ranges 
The Swatrabaugh Mfg. Co., Toledo, O. 


Ca (De Luxe model 
Am¢ A and Vict y 
” All three models 
ive Sa is assis and quality, 
¢ a rding to ac 
| \ € 1 irge ipa 
7xl 19: 7-heat swi es buil 
i la irge apacity 
‘ sol 
| i t “HT SMmoOK¢ 
} tace urners wit 
> 





UNIVERSAL Washers 
Landers, Frary & Clark, New Britain, Conn. 
lod + “Wash-White” washers 


, | me i i 

i hut ft irrent 
finished and ne 

l 15 min. and 

vashing time 

" : erload Prote 
s on tor in se ¢ 

id or alled wring« 
pressure icato 





wringer pressure 
ind eliminates wringer 
Wind-Away cord, Univer 
sal-Lovell, 6-position wringer with 
l-push reset levers, protected feeding 
zones, automatic roll stop, Hydro 


matic flume; non-tear sterilator with 
long, wide triple vanes; all porcelain 
yump with non-clog strainer; 
Finger-flick pump control; friction 
drive Kwik shock-absorber 
tub cushion; Universal Everlast mech- 
anism with full-power direct drive, 
ifetime lubrication, air-cooled mov- 
ing parts and floating power 
Top model, E 1138 De Luxe 9 Ib 
model includes all above features and 
has new extra-deep skirt and wide, 
stainless steel band covering rubber 
tub cushion E 338, E318 and E 


pump ; 


1 
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326, similar construction, but do 
ot include all features of higher 
priced model. E 338, 9 lb. capacity; 
E 318c, 8 Ibs.; E 326, 6 Ibs. E 1680 
and E 1644 washer-dryer models fea- 
ture Spin-Type driers and Spin- 
rs. Nos. 521 and 526 are 8 and 
gasoline driven models; E 50, 
is a small 2 lb. portable model 
lectrical Merchandising, March, 





v 





PREMIER Cleaner 


Premier Div. Electric Vacuum Cleaner Co., 
Inc., 1734 Ivanhoe Rd., Cleveland, O. 


Vodel: Premier De Luxe Floor model 
11. 


Selling Features: Matho-Matic nozzle 
automatically adjusts itself with 
mathematical precision to any floo: 
surface; movement of cleaner han 
dle from vertical to normal cleaning 

position brings automatic adjustment 

black crinkle finish 
with polished aluminum trim and har 
monizing dust bag; other features 
include 2-speed, 350 watt, ball-bear- 
ing motor, ball-bearing, motor-driven, 
double brus! ; toot controlled handle 
dirt-finding Search-Lite; ra- 
dio interference eliminator ; accordion 
top bag with dirt trap, trigger type, 
2-speed switch and no-strain hand 

tlectrical Merchandising, 


into operation; 


r ] . 
release ; 


1941 


Mar h, 





HOTPOINT Dryer 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


Device: Hotpoint Clothes Dryer pro- 
motional item to help promote Hot- 
point home laundry equipment. 

Selling Features: For use in bathroom; 
can be plugged into light socket; 
Calrod unit sends heat over articles 
hanging on wooden cross-bars; baby 
clothes, damp towels, washcloths; 
underthings can be hung out of sight. 
—Electrical Merchandising, March, 
1941. 





DEW-AIRE Conditioning Unit 


The Standard Computing Scale Co., 
Detroit, Mich. 


Device: Combination heating and cool- 
ing unit for homes, offices, stores, 
hotels, etc. 

Selling Features: Develops up to 5 tons 
refrigeration; magnetic woven glass 
filters air; fin type coil system; where 
tap water is available at 60 degs. F. 
or lower, Dew-Aire will develop 14 
to 2 tons refrigeration, where cool 
water is not available a Standard 
compressor can be attached for cool- 
ing medium; attached to present 
steam or hot water heating system 
it equally distributes heat from ceil- 
ing down to floor; can be installed 
in multiple—l compressor can oper- 
ate up to 5 Dew-Aire units; cabi- 
net available in full grain walnut, 
dark red mahogany or Swedish mod- 
ernistic (bleached walnut). 

Price: Full grain walnut finish $185 
f.o.b. Detroit, other finishes at slight 

additional cost.—Electrical Merchan- 


March, 1941. 


aising, 


v 





GILBERT Vegetable Juicer 
The A. C. Gilbert Co., New Haven, Conn. 
Model: B-30 vegetable and beef juicer. 
Selling Features: Extracts pure juice 

from vegetables, fruits or beef; re- 

cessed base for glass or bowl; light 
weight; simple to operate; converti- 
ble for use with other attachments; 
powered by Gilbert air-cooled, Uni- 
versal motor, 110-120 volts ac. or 
d.c. 60 cycles or less; on and off 
switch in base; 150-200 watts; 
equipped with knurled adjusting 
screw for regulating pressure on pulp, 
also strainer and wood pusher; white 
enamel finish, chromium trim; attach- 
ments available with juicer include 
meat chopper, pea sheller and bean 
slicer; shredder, slicer and grater; 


knife sharpener; can opener; ice 
crusher. 
Price: $19.95.—Electrical Merchan- 


dising, March, 1941. 








GALE Refrigerator 
Gale Products, Galesburg, Ill. 


Model: Commodore 8. 

Selling Features: Oversize twin freez. 
ers with individually opened aluminum 
doors ; automatic interior light ; moon- 
stone glass defrosting tray; sliding 
porcelain meat drawer; glass cov- 
ered vegetable crisper; twin wire 
baskets and vegetable bin; 4 cli 
shelves, offset shelf, sliding full widt 
shelf and half-glass utility shelf; all 
shelves of Everbright steel wire wit 
half-in stripped guard edges; pow- 
ered by a hermetically-sealed “Me- 
chanical Iceberg” wunit.—Electrica 
Verchandising, March, 1941. 


v 


YPS Cabinet 


The Youngstown Pressed Steel Div., Mullins 
Mfg. Co., Warren, O. 

Device: Y¥YPS 4-drawer base cabinet 

Selling Features: 18 in. wide, 36 
high, 24 in. deep; 4 drawers of v 
ing depths; lower drawer suppli 
with ventilated metal container 
bread, cake or vegetables at addi- 
tional cost; all steel with Hi-bake 
enamel finish.—Electrical Merchan- 
dising, March, 1941. 





v 





UNIVERSAL Ironers 


Landers, Frary & Clark, New Britain, Conn. 
Models: De Luxe E92, Standard E55 


Popular model E-37 and Portabl 
222. 

Selling Features: Knee-type Adjust-A 
trol leaves both hands free and start 
and stops roll with one push; /a 
guard keeps damp clothes off ope! 
ator’s lap; pilot light shows 
heat is on; 2-speed_ wrinkle-pro 
roll, 26 in. ironing surface; Economy 
shoe designed for low current Co! 
sumption; Duo-thermostat contr 
Wind-away cord hooks ; drop-leat et 
tables with swing back balance 
hinges; lock-type casters; ruffling 
plates; 2-way motor switch; acid 
resisting white porcelain ename 
table tops. F 

De Luxe model has all these fe 
tures and a table 18 in. deep. 

Standard model has most features 
except the 2-way motor switc! ané 
2 end tables; Popular, low-price? 
leader has table 16 in. deep; Port: 
able model has 22 in. roll, hand levé' 
roll start and stop; self-lubr:-ating 
50-watt motor; foot-treadle o° 1 
ger-tip button to stop roll for 
ing; 10 in. high.—Electrical Mey char 
dising, March, 1941. 
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Our Advertising Manager cucxy reuow 


has more 


“T*HE other day we were talking to the man- 
ager of the Advertising Department for 
our Bendix Home Laundry. 

‘Some department,’ says he. “Not count- 
ing my secretary, I got more than 175,000 
women working for me!” 

: “Hmm,” we said, “‘maybe you ought 


to have more floor space.” 


} 
> @¢ 


4 


‘Don’t need it,’’ says our ad man, 
“these women are out in the field. 
Out in the dealers’ territories. Out doing Ben- 
dix advertising face-to-face with Bendix pros- 
pects. And, before you make any cracks about 
the budget, I don’t pay ‘em a red cent! 

“It’s like this. These women are Bendix 
owners. They've got a Bendix and they're 


practically 100% nuts about it. So they don’t 
keep it a secret. 
“They show off the Bendix to Aunt Mame 
and Cousin Jenny. They blab about it 
fs at the Ladies Aid. They even demon- 
strate the damn thing when folks drop 
in who've never heard of a Bendix. 
“Now, I say these women are working for 
me, advertising Bendix. But, Mister, they're 
also working for Bendix dealers, just like we 
are with our big advertising and pro- 
$ motion stuff. 
“They're sending prospects smack 
into dealers’ stores. They're clinching 
sales with prospects who want to get the first 
hand dope from an actual user. 
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than 175,000 women working for him 


“In financial lingo, they're just about the big- 
gest asset any dealer can have in the auto- 
matic washer business. 

“And what’s more,”’ says he, banging the 
desk, ‘‘there’s nobody else in the automatic 
washer field that’s got women like this, out 
helping dealers.. Nobody!” 

“Say,” u e yelled, “aguy would sure kick 
| A himself if he signed an automatic washer 
\\"*)\\ franchise without thinking about this user- 

satisfaction angle. Why don’t you get out 
and tell the dealers about your 175,000 women?” 


“I am,” says our advertising manager. 


BENDIX HOME APPLIANCES, INC. 
South Bend, Indiana 
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UNIVERSAL Water Heaters 
Landers, Frary & Clark, New Britain, Conn. 


Vodels; 1941 line in modern square de 
ry ludes new High 


ible-top models 

) Features: Models have 30, 50 
and 86 gal. capacities; 300 Ib. test 
ssure tanks of galvanized copper 
earing steel Super-Heat immer 
type units placed horizontally 
tanks and held ace by spe 

lesigned flanges Wilcola 

nostat mounted on front of ta 
accé ) 2-unit heaters hav 
2 rm ta one tor each init 
lema 2 trois available 
é ate ectrt 7 wer 

\ 1941 
v 


> 
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UNIVERSAL Cleaners 
Landers, Frary & Clark, New Britain, Conn. 


Four floor models, 2 hand 


2 clea i tank type 


Selly tures Floor models 
equippe t motor-driven oilless 
ea f rush; ball-bearing motor; 

ym indle and hardware; rubber 
andie grip; single nozzle adjust 
ment; tilting device on side of handle 
bail; double patented rear swivel 
wheel; envelope type, easy to empty 
as ew tobacco brown crackle 
finis Model E440 is super powered 
with 2-speed, air-cooled, ball. bearing 


motor; I edalock tilting device: Peda 


lever 5-position nozzle adjustment 
1 Hi-Lo toe-operated motor speed 
cendion iI Low price leader E890 
features motor-driven’ brush, ball 
bearing motor; black baked Japan 
‘ T wer 1 1 ’ . 
handle; nickel plated hardware; sin 
gle nozzle adjustment; single rear 


swivel wheel 
Hand models feature motor driven 


brush; ball-bearing motor; detachable 
nozzle; radio interference eliminator ; 
push type positive acting switch turns 
motor on and off; Moldarta body; 
tobacco brown handle _ bag; Hand 
model Supreme E175 mes with 
Sanitizer and attacl Stand- 
ard E175 has deock oth ex- 
terminator and bl hment. 





Clean Air tank cleaners feature 
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Tattle Tale” light that flashes when 
lirt bag needs emptying; thread 
iicking nozzle; air tight cleaner and 
ose connection; storage kit that 
hangs in closet; toe switch, floor 
polisher attachment; whirlwind super- 
suction, ball bearing motor; light 
weight 19% in. wands. Model E65 
vas all above features plus 13 attach- 
ments for dusting, cleaning, spray 
ing, demothing, shampooing, polish 
ing deodorizing and air purifying. 
E50, economy model, similarly con- 
structed, features built-in toggle 
switch, 22 in. wands, dark green 
Moire finish and 10 attachments.— 
Electrical Merchandising, March, 
194] 
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ROTO-HEAT-BEAM 


Motor Service & Mfg. Co., 
3300 Indiana Ave., Chicago, Ill. 


vice: Fan for use with oil, gas o1 
coal fired room heater. 
Yelling Features Easily attached to 
any new or old room heater; picks 
up warm air, sends it in gentle pul- 
sations to every part of room or 
group of rooms; easy to install—plac« 
on louvre or grille top at back of 
heater, let bolts drop through grilling 
louvre and —' wing nuts; 3 


standard sizes H-11 , small, 2 speeds 
110 volts, a.c.; H. 12, medium, 3 
ne ls, 110 volts a. ; H 16, large, 3 


eds, 110 volts a. 


Pri, é H-10, $14.50; H-12, $21.50; 


H-16 th base for summer oper- 
ation $2.75.—Electrical Merchandis 
ing, od. 194] 
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G-E Clock 


General Electric Co., Appliance and Mdse. 
Dept., Bridgeport, Conn. 


Model; “Brite-Dial” self-starting busi- 
ness clock with illuminating dial No. 
IL-1215 

Selling Features: Translucent 15 in. 
dial, illuminated with 2 25-watt G-E 
Mazdas mounted directly behind dial 
resistor units and special case ven- 
tilation provided for long lamp life; 
total current consumption 46 watts; 
white dial, black numerals, black 
hour and minute hands, red sweep- 
second hand; bronze case 18} in. 
diam. 

Price: $24.00.—Electrical Merchandis- 
ing, March, 1941 


Models: 
Selling Features: All 3 models have 





KELVINATOR Ranges 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


ER-411, ER-413, ER-417 


basic convenience and _ construction 
features such as full 39 in. width; 
utility drawers on ball-bearing roll- 
ers; recessed, sloping switch panel; 
oversized oven with automatic pre- 
heat cut-off; scotch kettle; ring or 
rod type surface units; porcelain 
enamel exterior; 1-piece construction 
and l-piece top with wide back splash. 


ER-411 


Low-priced leader model ER-411 
has new oversize 2-unit oven with 
hydraulic thermostat, automatic pre- 
heat cut-off, “broil” and “bake” pilot 
lights; black porcelain heat director; 
upper oven unit, 3000 watts, lower 
unit 2400 watts; deep combination 
broiler and roasting pan with black 
porcelain enamel finish, and _nickel- 
finished grille; no-tilt, safety stop 
shelves; heat-seal, counter-balanced 
loor with broil stop and Fibergias 
insulation; 6 qt. scotch kettle, 5-speed 
ontrol ; 5-speed surface units. At 
slight extra cost a top light, oven 
timer and condiment set are avail- 
able. 


ER-413 


ER-413 has a surface unit with a 
control that provides 7 stages of 
measured heat: a flood light recessed 
in back of oven protected by heat- 
resisting lens, switches on automatic- 
ally when oven door opens; small 
signal light over each surface unit; 
improved scotch kettle with self-bast- 
ing cover and an adjustable trivet 
and 7-speed unit; ER-413 has 2 addi- 
tional utility drawers; non-glare top 
light; combination oven timer with 
Minute-Minder and condiment set 
available at slight extra cost. 


ER-417 Illustrated 


ER-417, top model extra deluxe 
features include a fully equipped 
scotch kettle with self-basting cover 
2 qt. clamp cover insert pan, adjust- 
able trivet, a wire basket and ther- 
mometer for deep-fat frying; warm- 
ing compartment with switch and 
signal light mounted on back splash; 
warming temperature automatically 
controlled by thermostat; Selector 
Switch enables user to select unit 
she wants to automatically operate; 
self-computing timer and Minute- 
Minder are integral part of ER-417, 
built into back-splash. 

“Salesmaster,” new selling tool, 4 
colors 99 pages, offered to help pro- 
mote 1941 Kelvinator range line, first 
sells advantages of electric cooking, 
then sells Kelvinator. 

Prices: ER-411, $99.95; ER-413, 
$139.95; ER-417, $169.95.—Electrical 
Merchandising, March, 1941. 
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Selling Features: Low cost packaged 


Device: K_ series Oil-O-Matic low 




















CONCO Air Conditioner 
Conco Corp., Mendota, III. 
“Minute Man” 


oil-fired ais 
conditioner. 

unit for homes up to 6 rooms ; Mag 
Spray burner, designed for maximy, 
efficiency in small firepots, providing 
swirling, diffused flame; rubber 
sulated blower; long hour hea; 
duty motor drives both burner an! 
circulating blowers and oil pum; 
equipped with overload protector; . 
supply cuts off immediately on {aj). 
ure of motor, blower or belt; ? 
honeycomb type filters; inclined pe 


——— 
. ‘7 —— 
type humidifier; externally mounte/ 
float reservoir with cover automa 
ically maintains proper water leve — 


unit complete with saddle valve a Pe 
6 ft. of 2-in. tubing; latest ty» 
Webster single stage fuel pump 
provided as standard equipment 

overall dimensions of cabinet 25 
45x514 in. net weight 515 Ibs., bake 
enamel green Hammerloid finis “ 
—Electrical Merchandising, Mar D 
1941. 








WILLIAMS Oil-O-Matic Oil 
Burners 


Williams Oil-O-Matic Heating Corp. 
Bloomington, I/l. 


pressure oil burners have new me 
chanical Acousti-Case which protects 
burner mechanism against dust ane 
dirt, streamlines its appearance ane 
achieves quiet operation. New 
rounded burner base with cushioned 
pads on which Acousti-Case rests 
souibei in base equipped with spt 
cial baffles which remove dirt from 
fan air; wiring and piping concealed 
by a finish band that snaps into place 
under burner base; gray Acoust 
Case; red enamel name plate vertical 
stripes of green; 4 models in Acoust: 
Case series K-150, 4 to 14 gal. 0 
an hr.; K-3, 1 to 3 gal. oil; K-42 
24 to 44 gal.; and K-7, 4 to 7 gal 

In addition to K series the ne¥ 
Williams line includes L w-Boy 
boiler burner units—4 sizes steam 
and 4 hot water; residential ry 
boiler-burner units—4 steam ane ® 
hot water; water base boiler-burné 
units, 3 steam, 3 hot water; 5 wile 
air conditioners, 1 gravity flow t™ 
nace-burner unit; 3 Hi-F’ressut 
models—1 the new 7 gal. an Pr. unit 
—Electrical Merchandising, Mate 
1941. 
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THE SELF-CLEANING ) 
NEW HI-SPEED 
CALROO UNIT 

LASTS A 
LIFETIME J 


BOY, DID YOu 
EVER. SEE So 
MANY ORDERS? 
y THEY'VE GOT 

JOE DIZZY 7 


EDISON GENERAL ELECTRIC APPLIANCE CO., INC. 
5620 West Taylor Street, Chicago, Illinois 
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SEE, HOTPOINT ) 


HOTPOINTS § 
MEASURED HEATS 
ENABLE YOU To 
COOK FAST OR SLOW 
YET USE LESS 
CURRENT/ 





NEVER, 


SAW SALES 


BOOM 
LIKE THIS 


BEFORE/ 


BETCHA LIFE, 
HE'S GLAD NOW HE 
HITCHED HIS WAGON 

TO “THE NAME , 

EVERYBODY KNOWS’, 


Y THE HOTPOINT ALL 


PURPOSE FLAVOR 


. SEAL OVEN CERTAIN- 
sy LY APPEALS }= 
ae TOME! 

; id 


/ 

I'M CRAZY ABOUT 
HOTPOINTS NEW 
ILLUMINATED 
SWITCH DIALS! 
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1+ Goes with every 
product! 


When you sell Oil Heaters, use the A-P Reputation 
for Dependability to your profit. To your customer, 
point out the A-P Constant Level Oil Control, standard 


equipment on most every heater. 


It's a compliment to your own choice of quality 
heaters — and practically a guarantee of Dependable 
operation that helps you keep your customers well 


pleased. 


But A-P has a special profit story for you! Its line 
of Automatic Control Accessories — Automatic A-P 
Heat Regulator Set, and the A-P Oilifter. You make an 
additional profit on every heater you sell, either at the 


time of sale or one season later. 


% This story behind the A-P Trademark is available to you now. If you 
haven't copies of this booklet to pass on to your customers, ask your 


heater manufacturer or write direct. 


AUTOMATIC PRODUCTS COMPANY 


2400 MORTH THIRTY — SECOND 
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WESTINGHOUSE Water 
Heater 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Models: 2 new 1941 lines—Olympian 
and Special with double action auto- 
matic thermostatic controls. 

Selling Features; Olympian line of 
square, round and table-top models 
have handy cleanout opening for easy 
removal of sediment and lime depos- 
its where there are difficult water 
conditions; thermostats have double 
snap-acting structure to operate 
switching contacts; square cabinet 
models come in 30, 40 and 52 gal. 
capacity; table-top Olympians have 
15 and 30 gal. tanks; round models, 
30, 40, 52, 66, 80 and 120 gals. 

Special line, round models have 10, 
30 and 52 gal. capacities and a table- 
top 30 gal. model have standard 
Westinghouse thermostatic controls, 
Corox economizer units, Palco wool 
insulation and a cold water baffle that 
prevents temperature drops from in- 
coming water; Dulux baked on bond- 
erized steel. 

X-Ray Visualizer Sales Presenta- 
tion furnished dealers enables the 
prospect to see what is inside water 
heaters; sales literature, display aids 
and full explanation of new Westing- 
house Informative Label will also 
accompany it.—Electrical Merchandis- 
ing, March, 1941 





SIGNAL Fans 


Signal Electric Mfg. Co., 
Menominee, Mich. 


Device: New line of air circulator fans, 
floor, low stand and wall models, 20 
and 24 in. sizes; 3-speeds; chrome 
plated and adjustable; vertical plane 
adjustment feature permits fan to 
be turned from horizontal to vertical 
position at 15 deg. angles; polished 
aluminum blades designed for maxi- 
mum air delivery and quiet operation ; 
motor with heavy gauge drawn steel 
housing and ball balance thrust when 
operated in vertical position.—Elec- 
trical Merchandising, March, 1941. 


— 


HOTPOINT Refrigerator 


Edison General Electric Appliance Co, 
5600 W. Taylor St., Chicago, ///. 


Model: Norman, 6 cu. ft. refrigeraty; 


includes De Luxe features usya! 
found only in higher-priced units 


Selling Features: Interior features 


clude stainless steel Speed-Freez; 
with heavy gauge aluminum do; 
equipped with over-center spring 
which allows door to remain 
until manually closed; 4 Pop-le 
trays designed for easy removal 
trays and ice cubes; Six-Way , 
storage compartment allows 
flexibility in storing different typ 
of food in coldest part of cabine 
gliding vegetable pan with glass t 
l-piece steel interior finished in why 
porcelain enamel with acid-resistiy 
reservoir bottom; chromium-plat 
hardware; baked Calgloss enamel! 
Bonderized steel exterior. 
Price: $130.—Electrical Merchandi 
March, 1941. 








v 


K-M Grills 
Knapp-Monarch Co., St. Louis, Mo. 
Models: K-M Grill Stove in 5 mod 
Selling Features: Top of line, 24 
2-element portable with hinged 
and splash guard; white por 
enamel finish, black plastic c 
handle and switches; 2 Dur-A 
embedded elements; give any heat 
to 1200 watts with 3 controlled 
on both elements—low 400, me 
800, high 1200; interlocking swit 
protect house circuit from over! 
ing; 1600 watts, a.c. only. 

K-M Double Grill stove 238- 
luxe without element cover; 
porcelain enamel top, high-heat \ 
enamel body; other features 
as 240-0. 

237-0, 2 rotary snap _ switches 
heats on left grill—330 low, 
medium, high 990;  singleheat 
right grill 660; chrome-plated t 
kitchen enamel body. 

234-0 smaller model, snap swit 
control each element independer 
with same heats as 237-0 on 
element and a single 660 | 
right element; chrome top, 





ody. 

210-0 single-element grill stove 
3-way switch, 330, 660, 
chrome top with enamel bod; 

Prices: 240-0, $19.50; 238-0, 
237-0, $10.95; 234-0, $7.95; 
$4.95. — Electrical Mercha 
March, 1941. 
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EXPORT BUSINESS 


The Bureau of Foreign and 
Domestic Commerce will be glad 
to cooperate with manufacturers of 
new products to assist them in intro- 
ducing these products in other 
countries. Any who may be interested 
in this service should submit his 
request to the ELECTRICAL 
DIVISION of the Bureau in Wash- 











DELCO Ventilating Fans 


Delco Appliance Div. General Motors Sales 
Corp., Rochester, N. Y. 

Models: New low-priced line of Delco 
Northeaster ventilating fans, 10 and 
12 in. sizes, wall box and window 
panel types. 

ling Features: Non-reversible types 
new 10 in. models equipped with 
latest type semi-wide blades; rede 
signed motors with streamlined cases, 
‘admium plated guards; new cylin- 
lrical type wall box made to extend 
from 5¢ to 134 in.; fan and motor 
mounted on Ivory finished grill that 


swings out of way for cleaning fan: 
pull chain operates “start and stop” 
switch at same time opens outside 


loor; door is firmly closed keeps out 
snow, rain, when fan is stopped; 
12 in. wall box is square, has inside 
or and fitted outside louvres; may 
e adjusted from 8 to 15 in. 10 in 
vindow panel extends from 23 to 36 
n.; 12 in. model from 27 to 37 in 
Special 36 to 46 in. model also 
available in 12 size.—Electrical 


2 in 
Merchandising, March, 1941. 





SUPERSTAR Broiler 


Stern-Brown Inc., 


42 Orchard St., Long Island City, N. Y. 


7 Superstar Du-All Hinj-On 
Br iler. 

selling Features: Broils, bakes, boils, 
toasts, fries; takes less table room; 
cover unlocks for table cooking: 
chrome plated De Luxe tray and heat- 
ing bowl; Bakelite accessories; addi- 
tional tray insert for gravy etc.; wire 
grill with adjustable height feature ; 
2 heats—high (3 coils burning) for 
broiling, frying, etc., low (1. coil 
burning) for slow baking, cooking, 
keeping food ready to serve. Colored, 
tremovable refractory heating plate, 


glazed for easy cleaning; Nichrome 
element; a.c. or d.c. 110-120 volts; 


1000 watts high, 280 watts low, large 
tray 14 in. diam., deep bowl, 114 


in. diam.—Electrical Merchandising, 


March, 1941, 





Sell Safety With Your Washers 


"|... BUT WILL THE MOTOR 
SPUTTER AND SMOKE, AS ~ 
THE OLD ONE DID?" ; 

















“THE SUNLIGHT MOTOR 
THAT RUNS THIS WASHER 
IS THE VERY ONE FOR YOU 
BECAUSE IT'S ALWAYS SAFE 
TO USE. HERE’S WHY... 


“The Sunlight motor is always safe because it is ‘tailor-made’ for its job, with 
special protection against conditions that might cause trouble. 


“It is safeguarded against moisture by doubly insulated windings which are 

heavily impregnated with a waterproof compound. It protects itself against 

stalling, the usual cause of burn-outs, by providing three times its full rated 

power, whenever needed, to meet overloads. It cools 

_ itself with two built-in fans, so you may be sure there 

| ar ee ’ will be no smoke to alarm you. The starting switch, 

inside the motor, is so rugged that you can rest 

assured the Sunlight motor will not frighten you 

4 with sparking and sputtering, even after many years 

of use. This motor takes care of itself—even to oiling 
itself for the life of the washer. 















“You’re safe with aSunlight-powered washer, because 
Sunlight motors are backed by 24 years of experience 
in building millions of them, and because Sunlight 
is backed by the resources of General Motors.” 


Sunlight Electrical Division, General Motors 
Corporation, Warren, Ohio. 


tig Z 
DEPENDABLE WASHING MACHINE -“@3- 





MOTORS FOR TWENTY-FOUR YEARS 7 °7°°s 
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A Marvel to Sell . . . With Advancements That Offer Women 


Easier, Quicker, Surer Results! 


HE most wide-open profit opportunity in 

electric appliances is the electric range... 
and the range with most to offer prospects is the 
Scotch Maid by Stewart-Warner. 


Already nearly 3 million homes know the tre- 
mendous difference in ease and speed and resu/ts 


that electric cookery makes possible . . . and the 
word is spreading fast. Witness . . . the 34% 


increase in sales in ’40! 


And in this fast-growing high-profit market, 
Scotch Maid gives you selling advantages wn- 


Lower Cost! More Free Time! 


matched by any other line. New Thrifty-Heat unit 
—fastest yet developed ... Amazing Thrifty-Heat 
Control that saves up to 25% on current . 
Exclusive 5-Way Automatic Timer that lets you 
do any kind of cooking, not just oven cooking, 
automatically ...and many other advantages that 
are big news in ranges. 


And the Scotch Maid line is priced to sell—with 
discounts to make selling really profitable. Ask 
your Stewart-Warner distributor! 


For Your Distributor’s Name, See Opposite Page 


Guo ST EWART-WARNER Ho” 


Also Makers of Dual-Temp Refrigerators and 
Concert Grand and Magic Keyboard Radios 








DID YOU KNOW? 


75% of the women questioned in a recent 
FORTUNE survey said they expect to cook 
electrically within 10 years! 


* * * 


1 of every 4 ranges sold today is an electric 
range... and the market is still only 11% 
saturated! 


* * * 







The modern electric range cooks 
all foods as fast... and many of 
them faster . . . than other methods! 
And the Scotch Maid's amazing new 
Thrifty-Heat units are the fastest 
made. Less “dead metal” to heat 
... larger contact with utensils . . . 
and the entire rod used at all heats. 






Modern electric cooking is so 
much more efficient that in most 
localities st actually costs less to cook 
electrically. And Scotch Maid is 
thriftiest of all, because the new 
Thrifty-Heat Control gives the 
exact beat needed . . . saves up to 
25% on many cooking jobs. 






Electric cooking is exact... no 
lowered fuel pressure, no variation 
from day to day. And the Scotch 
' Maid gives surest results because 
it provides the right kind of beat for 
each different job—6-way heat in 
the oven, and infinite selection of 
heats for surface cooking. 


Electric cooking doesn't smudge 
pans... ends scouring. Requires 
no watching or basting . . . saves 
time. Permits automatic cooking 
while you play. And Scotch Maid is 
easiest of all to use . . . because the 
exclusive 5-Way Timer automati- 
cally controls any type of cooking. 


Electric cooking doesn’t fill the 
kitchen with heat and fumes .. . 
doesn’t cover pot-bottoms with soot. 
It puts the heat where you want it 

. inside the pan or oven... and 
keeps it there. Scotch Maid is clean- 
est, coolest of all... beavily insu- 
lated .. . more accurate in control 
of heat .. . with design features 
that cut cleaning time amazingly. 


Women want the advantages of electric cooking. 
Scotch Maid advantages make the sale easy! 
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For All Facts on the New 


STEWART-WARNER 
SCOTCH MAID ‘tances’ 


RANGES 
Call Nearest Distributor Below 


ATLANTA, GA., Peaslee-Gaulbert Corp. 
BEAUMONT, TEXAS, The Reed Co. 
BILLINGS, MONT. 

Kelley-How-Thomson Co. 
BIRMINGHAM, ALA. 

Stewart-Warner Distributing Co. 
BLUEFIELD, W. VA.., 

Bluefield Hardware Co. 
BUFFALO, NEW YORK 

Buffalo Nipple & Machine Co. 
BURLINGTON, VT., 

Hagar Hardware & Paint Co. 
CHARLESTON, W. VA. 

R. H. Kyle & Company 
CHARLOTTE, N. C. 

Shaw Distributing Co. 
CHATTANOOGA, TENN. 

Tennessee Valley Elec. Co. 
CHICAGO, ILL. 

Stewart- Warner Distributors, 

Division of Stewart-Warner Corp. 
CINCINNATI, OHIO 

Griffith Distributing Corp. 
CLEVELAND, OHIO, The Kane Co. 
COLUMBUS, OHIO 

Appliance Distributing Co. 
DALLAS, TEXAS, Stewart-Warner Corp. 
DAYTON, OHIO, Stewart-Warner Corp. 
DENVER, COLO., David C. Dodge, Inc. 
DES MOINES, IOWA 

Luthe Hardware Company 
DETROIT, MICH., Morley Bros. 
DUBUQUE, IA., The Home Supply Co. 
DULUTH, MINN. 

Kelley-How-Thomson Co. 

EL PASO, TEXAS 

Alemite Co. of El Paso 
ELMIRA, NEW YORK 

rady Electric, Inc. 

EVANSVILLE, IND. 
Small & Schelosky Co. 
FRESNO, CAL., B. J. DeJarnatt 
GRAND RAPIDS, MICH., Morley Bros. 
HARTFORD, CONN. 

Wood-Alexander & Co. 
HOUSTON, TEXAS 

Forston Distributing Co. 

IDAHO FALLS, IDAHO, Auto Parts Co. 
INDIANAPOLIS, IND. 

Griffith Distributing Corp. 
JACKSON, MISS. 

Lawrence-Ryan Co., Inc. 
JACKSONVILLE, FLORIDA 
i) Peaslee-Gaulbert Corp. 

KANSAS CITY, MO. 

Stewart-W arner-Alemite Co. 
KINGSTON, PA., Stull Bros. 
KNOXVILLE, TENN. 

House-Hasson Hdw. Co. 
LEWISTON, ME., Lewiston Maytag Co. 
LOS ANGELES, CAL., H. E. Sherman, Jr. 
LOUISVILLE, KY. 

Peaslee-Gaulbert Corp. 
LUBBOCK, TEXAS, Sanders Tire Co. 
MEMPHIS, TENN. 

Appliance Sales Co., Inc. 

MIAMI, FLORIDA 

Peaslee-Gaulbert Corp. 
MILWAUKEE, WIS. 

Shadbolt & Boyd Co. 

NEW ORLEANS, LA. 

Household Appliances Corp. 
NORFOLK, VA., A. R. Tiller, Inc. 
NORTH PLATTE, NEBR. 

Kunkel Auto Supply Co. 
OKLAHOMA CITY, OKLA 

Jenkins Music Co., Wholesale Div. 
PHILADELPHIA, PA 

hiladeiphia Distributors, Inc. 
PHOENIX, ARIZ. 

. M. Martin, Wholesale 
PIT T SBURGH, PA. 

Brown-Dorrance Elec. Co. 
POCATELLO, IDAHO, Billmeyer’s 
PORTLAND, OREGON 

Alemite Company of the Northwest 
RICHMOND, VA., A. R. Tiller, Inc. 
ROCKFORD, ILL. 

Appliance Merchandisers Co. 
SAGINAW, MICH., Morley Brothers 
ST. LOUIS, MO., Brown Supply Co. 
ST. PAUL, MINN. 

Kelley-How-Thomson Co. 

SAN ANTONIO, TEXAS ; 

Alemite Company of San Antonio 
SAN FRANCISCO, CALIF. 

Hadicke-Redd & Co. 

SEATTLE, WASH., Domestic Co. 
SIOUX CITY, IA., M. H. Kirchbaum 
SPOKANE, WASH. 

Alemite Co. of the Northwest 
rOLEDO, OHIO, The Kane Co. 
rROY, N. Y., H. A. McRae & Co., Inc. 
rUC “SON, ARIZ. 

Arizona Appliance Mart 


WHITE PLAINS, NEW YORK 
Behrer-Nason Co., Inc. 
WICHITA, KANSAS 
The Stewart-Warner Products Co. 
WINSLOW, ARIZ. , . 
Northern Arizona Furniture Co. 





UTICA, NEW YORK, Miller Electric Co. 











NEW MERCHANDISE 





Selling Features: 





WESTINGHOUSE Fans 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Models: 1941 Power-Aire and Pace- 


maker lines feature a $3 price reduc- 


tion in leading model. 
Power-Aire 10 in. 
leading model, oscillating desk fan with 
non-resonant Micarta blades; 3-speed 
snap type switch; oscillation arc of 
75 or 45 degs. ; delivers 1000 cfm.; 
this year’s suggested retail price, 
$14.95, 

Pacemaker, 10 in. oscillating desk- 


bracket model, has 1-piece steel 
blades; rotary off-and-on switch, 
$9.95. 

All models have new styling— 


Power-Aire models finished in gun- 
metal gray; Pacemaker models in 
mahogany brown. 

Other models, in addition to above 
two 10 in. fans are an 8 in. Pace- 
maker, a non-oscillating desk fan, 
$4.95; 10 in. Pacemaker on pedestal, 
$12.95; 12-in. Pacemaker at $17.95: 
and the 12 in. Pacemaker mounted 
on pedestal, $22.45. 

Two display helps are included in 
fan promotional program—one fea- 
tures a dog whose ears flap with 
oscillation of fan on display; the 
other, an island display known as a 
“complete fan shop.” — Electrical 


Merchandising, March, 1941. 


v 


CORY Accessories 


Glass Coffee Brewer Corp., 
325 W. Wells St., Chicago, Ill. 


| Device: 2 Cory features—the glass fil- 


| Price: $1.—Electrical 


ter rod and the “Safety Stand” fun- 
nel holder are now being offered to- 
gether in an attractice package to- 
gether with a Cory Bakelite coffee 
measure (2 tbls. dry). 

Verchandising, 


March, 1941. 





USALITE Flashlight 


United States Electric Mfg. Corp., 
222 W. 14th St., New York City 
| Device: Swivel-head Flashlight. 


Selling Features: “Swivel” feature al- 
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Devi £7 
Selling Features: 


lows rotation of head directing light 
straight forward equipped with means 
for standing, hanging or clipping on 
pocket or belt; projects permanently 
focussed beam reaching uP to 750 
ft.; black plastic with chromium 
trim; Swivel-Heat constructed for 
rough usage. 


Price: $1.80.—Electrical Merchandising, 


March, 1941. 





PHILCO Room Ventilator 


Phileo Corp., Tioga and C. Sts., 
Philadelphia, Pa. 


Window-type room ventilator. 

Weighs only 26 
lbs.; can be installed in standard 
double-hung sash window; plugs into 
any socket; housed in walnut cabi- 
net 11 in. high, 16 in. wide, 14 in. 
deep; double-duty unit, since it brings 
in fresh, filtered air from outside at 
475 cfim.; or clears room of stale air 
at rate of 110 cfm. by turning control 
knobs. 

Specially treated filter extends com- 
pletely across outside opening of ven- 
tilator; hinged door on back of ven- 
tilator provides seal between room 
and outside, insuring protection dur- 
ing inclement weather. 

Philco’s merchandising plan _ in- 
cludes a direct mail campaign cover- 
ing more than 400,000 business and 
professional men and advertising in 
trade journals and newspapers. 

Price: $39.50.—Electrical Merchandis- 
ing, March, 1941. 


v 


WESTINGHOUSE Unit Heater 


Westinghouse Electric & Mfg. Co., 
East Pittsburgh, Pa. 


Device: Fan-type unit heater for office 
and stores. 

Selling Features: Available in 2, 3, 
and 4 kw. sizes at 115 and 230 volts, 
ac.; units have output of 7000, 
10,000 and 14,000 B.t.u.s respectively ; 
all-metal heaters are cylindrical with 
swivel bracket designed for vertical 
and horizontal adjustment; Corox 
element; bimetal thermostat removes 
motor and heater from line in case 
of overheating; fan operates inde- 
pendently for summe 3 use.—Electrical 
Men handising, March, 1941. 


7 





Device: 





CONCO Stoker 


Conco Corp., Mendota, III. 


Model: Conco “Clipper” for small and 


medium sized homes. 


Selling Features: Small, compact unit 


weighs 325 lbs.; follows streamlined 
pattern of Conco standard stoker ; 
closed type hopper, has 225 lbs. ca- 
pacity; “Flaming Forge” burner; 4 
h.p. ac. motor; continuous feed 
with adjustment for 3 fuel rates ; baked 
green Hammerloid enamel finish.— 
Electrical Merchandising, March, 


1941. 








WAGNER Air Circulators 


Wagner Electric Corp., 
6400 Plymouth Ave., St. Louis, Mo. 


New air circulator improved 
in appearance and performance; wide, 
quiet-type blades; 2-speed induction 
type motor; 24 or 30 in. sizes; 
mounting fittings permit installation 
on ceiling, wall, table or floor.—Ele« 
trical Merchandising, March, 1941. 





NITEAIR Attic Fans 
The Lau Blower Co., Dayton, O. 


Device: Quiet operating, eas sily installed 
package fan unit for ins stallation in 


attic or basement for complete air 
circulation. 
Selling Features: New _ streamlined 


housing as 
delivery with 
3-blade fan, 


venturi-type entrance 
sures maximum air 
less power required; 
broad and deep pitched, producing 
maximum air volume with reduced 
power consumption and air turbu 
lence; entire assembly statically bal- 
anced; also available as fan unit 
for basement or outside attic or stor¢ 
room wall installation, or as packag« 
unit with vent box for installation 
over ceiling grille or attic stairway; 
package unit includes fire prevention 
accessories; arrow-flint gray finish; 
30 in. fan delivers 7000 cfm. 
Prices: As low as $42.50.—Electrical 
Merchandising, March, 1941. 
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and only NESCO has 


NORTH TWELFTH 








STREET 


E ON 
BUILT-IN 


CLOCK 





° NESCO 
A recent survey conducted by the 
Home Arts Guild, an independent 
non-interested organization, indi- 
cates that 85% of the women par- 





ticipating prefer an electric roaster 
with a Built-In Clock to either a 
roaster with an accessory clock or 
without a clock. Furthermore, — 
85% said that the roaster with the 
Built-In Clock was worth $5.00 more from a convenience 
standpoint alone. That is why we say “85% choose NESCO” 


FOR ONLY NESCO HAS THE BUILT-IN CLOCK. 
The 1941 NESCO Electric Roaster line, NOW READY, 


will continue with Built-In Clock, Insulated Cover, and 
other features that helped make NESCO a leader. Profit 
by being first to offer the NEW line; wire or write for 
detailed information today. 
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PROCTOR BUYS NEW | From Easy's Home Laundry Clinic Film | REFRIGERATOR PRICES 
$500,000 PLANT. INCREASED $5-$10 


;, Ip ) : NEW YORK—Prices on electric re- 
HILADELPHIA—Purchase of a new tae > ee : 
See alee ae Ein “eee Ee frigerators have been advanced by most 
ac y plz o be se p ¢ : . . " 
ee a 5 FA pl lg cag of the major manufacturers in the past 
utac re O 1ec v4 ons, oasters Ty . . 
pore Pe gga : two weeks. The increase, in most cases, 
ther household electrical appliances pei Be - a 
* is $5 on most of the models in the six- 
as announced recently by Walter M. : —— ot O10) ire 
. Pista = a reed foot brackets with $10 increases on the 
Schwartz, Jr., president ot the Proctor any ‘ 
“seiner Bagg ay “er eight-foot and up models. Base prices 
ectric Company, Philadelphia. } ; rh @110 75 : 
os et - } hover around the $119.75 mark for the 
The new plant fully equipped and op- a ae “ 
~4 Ales sate oe four leading brands. 
ating will cost approximately $500,000 Pics cx ‘ . “4 ‘ — 
tytn ager ee Ae Frigidaire, General Electric, Westing- 
and will give the Proctor Electric Com- : ee . 
yr! papier” house and Kelvinator were among the 
any one of the most modern manufactur- . 


A seen YO 








1 ne , q | firs to confirn he ews a ising 
units within the electrical industry. etd rial pccrcagper he oar an maui, 
etails of the transaction were announced | due to defense needs, would warrant the 
members ot the Proctor sales organi- first of what may be a series’ of price 
on ae ee ee oe: increases in the major appliance field. 
eyes See The nes came a file, surprise 
ates by ha alter M. —— tg ig | most distributors. They had been warned 
be oe See, schwartz, inc., the | at the national conventions in January 
The plant is an ultra-modern saw-tooth a see a. a ee ee 
tructure located at Third and Hunting Easy Washing Machine Corp.'s new merchandising development, a national saat ar ies tel Me Ge — = 
ark pe egg OX rene oa | home laundry clinic, is shown as pictured in Vocafilm's new presentation for | that warning in mind. Sales re distribu- 
nl Fon hs i eg te toe oni Easy dealers and sales force. Some of the display pieces are (left to right) tors and dealers during the first two 
nig banana A aa _ bes wall “te cut-out figure holding model home decorated throughout with washable fabrics; months of the year have run over 100 
weration on or before May of this | swatch card with actual samples of fabrics used in the “house”; dyes and finishes | per cent of the figures for a year ago 
Its completion will more than chart with demonstration of color-fastness test; blow-up of automatic washday For additional ne on tits in- 
ible the Proctor Electric Company’s guide to solve 35 washday problems, a give-away to visitors at the clinic, and oe ae ng Pocnrie iw ae 
resent production facilities and make a chart on Easy line showing how the correct washer is essential to use of the the inh on as 9 oe ba i 


1 equal to or better than those of any 
manufacturer of traffic appliances 
thin the industry. —_—s - b : - 
‘he present plant used by Proctor _ Another evidence of shortage comes 
. from the Priorities Board and curbs the 


clinic ideas 
Defense Curb on Aluminum Ice Trays 


tric company is being taken over by 





e parent company and will be used in — of - trays made of aluminum 
t e manufacture of national defense ma- The ; oy Bas ' ve a Ceres. 
rials e order reads _— with new re irigera- 
i- In announcing the new plant, Mr. | | a eae ee ee coe 
Schwartz affirmed his company’s belief in | } contain only one ice tray of two-pound 
t- mtinuation of the large sales increase | | capacity. Boxes of from six to ten cubic 
ade in 1940 over 1939. (114%). He con- | feet may have two trays of approxi- 
or ntlv expects 1941 to be the largest | } mately four-pound capacity. Over ten 
les year within the history of the Proc- cubic foot boxes may have four trays of 
a wr Electric Company, he said. | eight-pound ice capacity. No aluminum 
trays may be sold separately. 
or 


- EE| SALES CONFERENCE 


American Home to 
Close Ten Days Later 





i) 
1e MARCH 31 
-_ Ey WORS...cientcots of willis con NEW YORK—An innovation in the 
; siness_ men, appliance manufacturers home service magazine field has just been 
y nd other ae eat groups are arranging announced by Henry L. Jones, vice-presi- 
t attend the Eighth pede Sales Con- dent of The American Home Corpora- 
\. rence of the Edison Electric Institute. } Son. , starting wath the July aioe Phe 
the Conference will be held at the Edge- | American Home will extend its closing 
, ater Beach Hotel, Chicago, from March | date ten days,” he said. “This change 
# ‘Ist to April 3rd will be of real assistance to our adver- 
The Power Sales, Rural Sales Light- tisers and their agencies in their efforts 
id ¢ Sales and Home Service Sections of to keep pace with the rapidly changing 
te Institute will hold parallel confer- | conditions of these times. By this means, 
fit nes during the first two days The advertising copy should increase in time- 
- r —— : 5 S Tee vere enteen 
or eneral Sessions will take place both liness and news value. 


ming d afternoons of April 2 Advertising forms will close on the 
at and afternoons of April 2nd This is the extra pay-off for first prize in Class B of the window display contest first of the second month preceding date 
The effect of the National Defense during National Washer and lroner Week. It is extra because it is $200 presented of issue for covers, 4-color and 2-color 
Program upon appliance sales and utility by Westinghouse and matches the Association's first prize money. Left to right inserts,—and on the tenth of the second 
ad building efforts will be covered from are Boyd Shepler, assistant merchandising manager for Westinghouse Electric month for black and wee and saga * wl 
ying viewpoints as a feature of one Supply Co., Detroit; O. |. Alverson, Westinghouse’s laundry equipment super- pepe _ + ger ge ig" ome fain 
the General Sessions. saree 7 visor for the Central District; T. A. Van Dervoort, whose Westinghouse display me yp fy pt se as pe bem vale 
the 7 age eS in the Van Dervoort Hardware Co., Lansing, Mich., won first place in the Appli- 1941 Seon The NE te Home wiil be 
members of the electrical industry inter- ance Shops and Hardware Stores division; and Lyle White, manager of the appli- published on the 25th of the month pre- 
Sted in business development. _ | ance department in the Van Dervoort store. ceding date of issue 
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C. M. Snyder, J. J. Nance, vice 
assistant man- president and 
ager Appliance general sales 
and Merchandise manager, Easy 
Dept Genera Washing Ma- 
Electric chine Corp. 


FRIGIDAIRE EXTENDS 
WARRANTY ON '36 
UNITS 


$10 Charge for 4 More Years 


4 ‘ 








DAY ¥, OHIO All vners of 1936 
eale type naking units 
" ff an ¢ led pr 
t 4 t j 4 v 4 
i ] t vy I idaire 1) 
General Mot Sale ( 1) t he 
ffer a é at t time, only to 1936 
" 1d ' j 
| i a | cu 4 
year arest t to rea ‘ . 
tion date of t company's five year pro 
tection in which was offered originally 
1936, t il 1 ment uid 
I € 4 tne ¢ t le 1 
tect { the f $10 }t a 
ta 1936 mode pr e a tour 
c rt arrat eriod. | 
the that ea 1 
A t take idvantag the 
Narra ex s1or pur iSé€ t ew 
tect be e t ex at 
ate < al Narrant ] 
nce 4 la 193¢ I | 
ir l 1 retrigerat 
Ma ] that year, the extended 
té ] t he apy ¢ 1 
to that da ¢ year 
e extended protection pla Frigid 
aire Sale it i state, entitles the us« 
to all advant yf the orig ial war anty 
t P t of $10 the ex 
tended 1 eff« 1 premiun in 
ance . t service ¢ 
pens , t eale ‘meter-mise 
rota f ent 
ve 
( ICAGO , not ni 
t tit P nt of Hay 
the H 
( Hot t retail 
1 194] ? , notiot 
i il 
i vel 
G \ ICceE 
el t ws f 
, HT ” 
, : 
deve } 1 ce 
nite ) r 
W t j give 
ca 5 1¢ 
ADilit i erat 
nf « ‘ It gor 
he ‘ | engines 
ng a ’ ‘ to t 
Hotp and Hotpoint 
te “ha | + 
A ? Pu f H ness is 3 
ninutes i ng and available in 16 an 
35 mn Hotpoint retailers are 
planning to use it in combination wit 
“Blame It on Love,” the popular Hot 
point film introduced last yea Te 
gether the prov le a mplete ente 
tainment 
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Speakers and Visitors at Western Merchandise Mart 


Reinforcements 


for Thor: George M. 
Dickie, manager of Thor Pacific Co., 
San Francisco, has recently appointed A. 
B. Pursley, former Horton representative, 
to cover the Oakland, Sacramento Val- 
ley, and Nevada territory. 


Tom F. Dorband, G-E district appliance sales 


representative, recently from 
proudly displayed the new washer to Art Dean 


Bridgeport, 


sales manager, appliance department, Jackson 


Furniture Company, Oakland, while 
Schluter, G-E Supply, Oakland, looked on. 


BEST MARKET REPORTED 
FROM PACIFIC COAST 






SAN FRANCISCO—Best market in 
the historv ot the Western Merchan 
dise Mart in San Francisco—biggest 
n attendance, biggest in volume of 
selling, most eager from the stand 
point of buyers, and with the best at 
tendance to its annual appliance and 
radio trade dinner—ushered in the 
spring season in appliance sales for 
the Pacific Coast. Headliners on the 
appliance dinner speaking program 


were J. J. Nance, vice president and 
general manager, Easy Washing Ma- 
hine Corp. at Syracuse, and C. M 
Snyder, Bridgeport, Conn., assistant 
manager Appliance and Merchandising 
Department, General Electric Co. 
crowd of over 850 packed the big 
Mart dining room on Wednesday eve 


ning, Feb. 5, for the radio and appli 
ance dinner. Harry A. Strong 
president Servel, Inc 
chairman, and A. F. Rice, general 
mal cidental Stove Co., 


execu 


was 


i iger Ux 
r rt dinner 


unt of the n 


toast 
mid 
» 8 


the 
Feb. 3 t 
} 


he entire 





Calne a 
week 


imism Ot t 


( it n irket 
and reflected the opt 
market 

That business 


the thought 


we are entering a 
unlike any in history, was 
J. J. Nance used to open his talk on 
“Selling in a Seller’s Market.” Facing 
a great the immediate future, 
he predicted an 8 to 13 cent in 
depa store Re 
the division of opinion rela 
how | prosperous era 

stressed his viewpoint that 


will last, he 
regardless of condtions unpredictabk 


era 


poom in 
ner 
per 
crease in tment sales. 
viewing 
tive to 


1 
ne the 


Two Contrasting Shots from New Hotpoint Movie 





The Edison General Electric Appliance Company have produced a new sound motion picture called “And the Pursuit of 
Happiness’ to show the origin and development of Hotpoint appliances from the research laboratories and factories. On 
the left, the home-maker of yesterday slaves over her old coal stove which is in sharp contrast to the streamlined elec- 
tric kitchen shown in the picture at the right. 


as they are, 1941’s course is clear. He 
warned against the dangerous tempta 
tion to coast and take it easy and 


stressed the importance of keeping up 
business volume to help defray the cost 
ot armament expense. 

“As long as sales go ahead, business 
goes ahead. As long as business goes 
ahead, there will be a free America,” 
he declared 

Carl Snyder, using the slogan of the 
market “Look Ahead” for his title, hit 
at the danger of allowing volume to 
over-shadow the need for selling up for 
a profit. “Volume does not assure that 
we will get our share of it,” he spoke 
of the defense program, and pointed 
out that electrical appliances must 
compete vigorously with other indus 
tries which are after the same volume 
of money. Reviewing the downward 
price trend since 10 years ago, he also 
warned that in 1929 $60 was the an 
nual average expenditure for electrical 
appliances per family whereas in 1939 
it had dropped to $34.47. The industry 
must maintain its dollar take from 
each family or it will lose 

Then he reviewed some of the “tools 
that have lost their edge” giving fresh 
viewpoints on the use of old and tried 
methods in selling. Among these were 
advertising, ensemble selling, display, 
sales training. In concluding, he made 
strong emphasis of the need for price 
maintenance and the necessity for in 


dependent merchants to improve or 
ganization and cooperation with sup 
pliers and manufacturers so that they 
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erin¢ 
MIL" 
cent 
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frig 
secre’! 
Ra 
Asso 
“T 
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to td 
Bill Powell who topped the West- ore 
inghouse Supply Company's na- ake 
tional contest on merchandise ee 
sales in 1940. Powell is merchan- ‘ 
dise sales manager for Wesco — 
at San Francisco, California. \ 
can speed up their methods to mat 
those of the large chain mail or 
houses. 
George A. L’Amoreaux, promot Broo’ 
manager of the Western Merchand 
Mart, was in charge of the sem BRO! 
nual trade dinner event. montk 
ou _— ee ince 
. ° nc., 
Premiums Feature M-B Spring j27/ 
Iron Campaign the 
Pp 9g serve 
MERIDEN, CONN.—Choice of a 2 f Ac 
inch sleeve ironing board or a $1 ette 
trade-in allowance for an old iron, dent ; 
sales stimulating alternatives offered Radic 
Manning-Bowman’s first quarter sa Ave., 
and advertising campaign on the “Ir resic 
That-Wags-Its Tail.” \ppli 
For every purchase of three irons t yn, v 
retailer is entitled to select, free of charg stadt 
—a group of beautiful Original Roger Myrt 


Silverplated Flatware manufactured a treast 
guaranteed by International Silver ( 098 | 
pany. The silverware groups are ar elec 
ranged to permit selection of vari 
pieces of flatware the retailer wants- 
and the quantity of silverware that 
may obtain is limited only by his pu 
chases of irons 

A series of consumer advertisements 
scheduled for Life and American Hon 
throughout the campaign period featur 
both consumer offers Attractive 
of-sale helps, namely, colorful display set 
counter give-aways—newspaper ad mats 
are available to participating re 
tailers 


te 


point 
I 


1 
also 
N. E. W. A. Meets May 18-22 


The thirty-third Annual Convention ¢ 
the National Electrical Wholesalers As 
sociation will be held at The Homestea 
Hot Springs, Virginia, May 18-2 


1941. 
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: Wisconsin Association Consid- 
ering Refrigeration Rebuilding 


MILWAUKEE—From 20 to 30 per 
cent of refrigeration 
1941 in Milwaukee trade 
involve trade-ins of used 
rators, declares H. L. 
secretary-manager of the 
Radio Refrigeration and 
Association in Milwaukee. 

“This will mean a job of recondi- 
tioning from 2,000 to 2,500 boxes,” he 
said. “Very few Milwaukee distribu- 
tors or dealers are at present equipped 





made in 
area will 
electric re- 
Ashworth, 
Wisconsin 
Appliance 


sales 














to take care of this reconditioning 
West. ind in consequence the association is 
. ow nking of setting up a modest recon- 
indise | 

ning plant to take care of such 

chan- - antaine 
ind r ce for members at a fee. 
4 \ vote is being taken on the propo 
) it 
nn Brooklyn Dealers Elect New Officers 
cnat 


semi-a BROOKLYN, N. \Y At the regular 
mthly meeting of the Electrical Appli 
nce Dealers Association of Brooklyn, 
nc., held at Association Headquarters, 
\271 Bedford Avenue, Brooklyn, recently, 
the following officers were elected to 
serve for the year 1941: Herman Berry 
of a f Ace Electric Appliance Co., 16 Lafay- 

1 $i tte Ave., Brooklyn, was elected presi 


Spring 


iron, a ent; Stanley F. Woznicki of Public 
ffered Radio & Electric Appliance Co., 579 Fifth 
ter sa Ave. Brooklyn, was elected Ist vice- 
re “Ir resident; George Bloom of Allservice 

Appliance Co., 8419 Fifth Ave., Brook- 


irons t yn, was elected secretary; .\. H. Grafen- 
stadt of the firm A. H 


of charg Grafenstadt, 495 
| Roge Myrtle Ave., Brooklyn, was re-elected 
ured a treasurer, and Sam Klein of Klein Bros.. 
yer ( 698 Nostrand Ave., Brooklyn, was re- 
are a ected sargeant-at-arms. 

Var 

Wa 

that a 

Lis | 

tiseme! 
an Home § A Close Shave for Fred Allen 
( teatur 

ve point 
isplay set 

ad mat 

ating re 
18-22 
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alers A 
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iy 18-2 





Norman Gray, engineer in charge of 
shearing head development at Schick 
Dry Shaver, with his host, Fred Allen, on 
the latter's radio program. Gray was in- 
troduced as the most shaved man in the 
world because he tests electric shavers 
on his own beard as well as on the faces 
of a dozen assistants. The radio come- 
of dian inquired about the operating princi- 
Dn Ples of electric shavers and was made 
c- * presentation of a Schick. 














Proctor Iron Executives in Action at Annual Convention 





"The secret of satisfactory ironing 
is even heat distribution,” declares 
Joseph W. Myers, vice president and 
chief engineer of the Proctor Electric 
Company, Philadelphia. 












VISUAL 
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John Falkner Arndt, president 
John Falkner, Arndt & Company, 
Inc., Philadelphia advertising agency, 
told Proctor Electric Company divi- 
sion managers and salesmen from all 
parts of the country how advertise- 
ments are constructed to obtain high 
readership. 


THESE FACTC _.@ 
IN BUILDING AD{® 


This mass display of Proctor 
spring activity promotional material 
looks like a mass of iron sales to Ros- 
coe Imhoff, general sales manager, 
Proctor Electric Company. 


"T+ 1 
Electric Company's V. E. "Sam" Vin- 
ing to the company's division man- 


= 2," explains Proctor 


agers and salesmen assembled in 
Philadelphia January 23 and 24 for 
their 1941 spring sales meeting. 


PROCTOR OFFERS $2 IRON TRADE 


PHILADELPHIA 


Forex asting the big- 


gest sales year in the company’s his- 
tory, Roscoe E. Imhoff, general sales 
manager of the Proctor Electric Com- 
pany, announced merchandising plans 


and a continuation of the company’s ex- 
tensive national advertising program to 
Proctor division managers and salesmen 
from all sections of the United States 
at a headquarters meeting in Philadel- 
phia, recently. 

Mr. Imhoff predicted a substantial in- 
crease in Proctor sales in 1941, and 
stated that the increase in 1940 over 1939 
was 114%. 

Continuing as headline attractions for 
the new year will be the Proctor Never- 
Lift Iron and “pop-up” toaster, which 
has a special device enabling it to be 
used for making Melba toast, too. This 
feature has been proved practical and 
has resulted in the sale of thousands of 
Proctor automatic toasters, according to 
Mr. Imhoff. 

The Proctor consumer advertising pro- 
gram will continue to feature both the 
Never-Lift iron and the toaster and will 
appear in the Saturday Evening Post, 
Woman’s Home Companion, Good 
Housekeeping and Life. New merchan- 
dise and merchandising plans will be an- 
nounced to the trade in a _ consistent 
program of trade paper advertising. The 
trade paper schedule for 1941 is more 
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than double that of 1940. 

Backing up the national advertising- 
program will be a series of carefully 
timed merchandising activities the first 
of which will be released to dealers this 
month and will continue through May. 
This activity will feature through deal- 
ers and utilities in all sections of the 
United States a special factory trade-in 
offer of $2.00 for any old iron, the 
first time an offer of this magnitude 
has been made nationally by a major 
manufacturer, according to Mr. Imhoff. 
The offer will apply only to the com- 
pany’s iron models 970 and 971. A trade- 


in of $1.00 will be allowed on the 
972 model. No trade-in will be per- 
mitted with the Never-Lift. 

A complete promotional deal pack- 
age will be made available with this 


activity to retailers. The package will 
be given to every dealer with an order 
for six irons and will consist of a dis- 


plav, window poster, $2.00 for your 
old iron checks, literature, special sale 
tags to be tied to the irons themselves 
and a complete newspaper ad_ builder 


with complete ads and elements for build- 
ing other ads, all available in mat form. 
To the retailer purchasing two deals 
a big, flashy two-color newsprint flyer, 
tabloid size, four specially im- 
printed with dealers name, address and 
telephone number will be given. 


pages, 





An advertisement has just been 
constructed, an element at a 


time, for Proctor Electric Com- 
pany's division managers and 
salesmen by R. M. Oliver, ac- 
count executive, John Faulkner 
Arndt, Inc., Proctor's advertising 
agency. 


Ad 
WASHINGTON, D. ( \ cease and 


desist order on made in the 
sale of a lamp shade or reflector known 
as “Ampliflector” has issued by 
the Federal Trade Commission against 
B. Solomon, trading as Apex Lamp 


Federal Trade Raps Lamp 


claims 


been 


Works, 146 W. 25th St., New York 
City. 
It is charged that the respondent 


advertised her product as being a new 
and amazing light discovery. which 
cuts light bills from 25 to 50 per cent, 
and as an advancement in the science 
of light reflectors providing extreme 
concentration of light rays. The Com- 
mission declares that the reflector does 
not reduce lighting costs; that, like 
many other reflectors, it is instru 
mental in directing and increasing 
light on a given working plane, and is 
merely an adaptation of a well known 
principle of light diffusion. 


Wilcolator in New Plant 


NEWARK, N. J.—Due to expanding 
business, The Wilcolator Company, man- 
ufacturers of oven temperature controls 
for gas and electric cooking ranges, will 
move into a thoroughly modern two- 
story plant at 1001 Newark Avenue, 
Elizabeth, New Jersey, early this spring, 
it has just been annaunced by Mr. H. A. 
Wilson, president of the firm. The new 
location is adjacent to the Newark city 
line, in an industrial section where manu- 
facturing of a similar specialized type 1s 
concentrated. 

Manufacturing methods will be 
fited considerably as a result of 
creased facilities. All branches 
business will now be consolidated in tl 
one building, making for more efficient 
duction control. 

The success of the 





the 


Wilcolator Com- 


| pany has been built on the development 
| of new ideas in thermostat controls. An 


enlarged laboratory will be installed at 
the new plant to continue this research 
| 
l 


activity on an even larger scale. 
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FAIRBANKS-MORSE “PACKAGE UNIT” WATER SYSTEMS 


-eea Better Line to SELL 


dakcbaWecoMl:) 0 Gea et- bhatt 





HEN you find a line that has every- 

\X thing, isn’t it more profitable to se// it 
than to compete with it? 

That’s the kind of a line you'll find in 
Fairbanks-Morse Water Systems. It’s the 
only complete line of water systems: all 
types, including ejectors for shallow and 
deep wells; all sizes, including fast-selling 
small units that are ideal price leaders at 
$47.50, $51, $57.50, and $65. 


F-M Water Systems are easy to sell... 
four generations have known ‘‘Fairbanks- 
Morse” to mean dependability. F-M stand- 
ards of engineering, materials, and con- 
struction are maintained even in the price 
leaders. Extensive advertising in national 
magazines and state farm papers paves your 
way; abundant dealer helps accelerate your 
sales. Territory protection assures you of 
profiting from your work. 

Find out now if a dealer franchise is avail- 
able in your territory. Write Fairbanks, 
Morse & Co., Dept.C106, 600 S. Michigan 
Ave., Chicago, III. 








i THE LEADING LINE OF i 
| EJECTOR-TYPE WATER SYSTEMS |; 
| i 
1 
§ 
4 











Model 370-7, 
horizontal ejector 
type. Comes com- 
pletely assembled 
—READY TO 
PLUG IN! 


Shallow Well Ejectors 


Shallow well units now account for more than 70% 
of all water system sales. And the ejector type has 
gained great popularity. So it’s vital for you to have a : 
complete, readily salable line of shallow well ejectors. 
Only Fairbanks-Morse offers such a line... including 
systems of less than 250-g.p.h. capacity to meet the 
needs of 30% of shallow well customers. 


Deep Well Ejectors 


In this type of water sys- 
tem, too, the F-M com- 
plete line offers advan- 
tages important to dealer 
and customer: modern 
design; quiet operation; 
no belts, gears, or leath- 
ers; only one moving 
part; no moving parts be- 
low ground; all pipe con- 
nections aboveground. 


FAIRBANKS, MORSE & CO. 


Manufacturers of Pretision Equipment for II11 Years 
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Delivering Hot Food By Roaster 











This battery of Westinghouse electric roasters is used to take piping hot food 
from the cooking center of Oscar's chain of restaurants to the five units in the 


chain in North Platte, Nebraska. 


The food is cooked, placed in the hot roasters, 


and delivered by motor scooter. Those in the picture are left to right, LeRoy 
Henry, delivery boy, Harry J. Cushing, chef, and Al C. Winchester, assistant 


chef at Oscar's. 


SERVICE MEN ATTEND 
2-DAY G-E SCHOOL 


BRIDGEPORT—Sixty appliance service 
men from 12 states attended a two-day 
regional product school in Bridgeport, 
February 17 and 18. The school was 
onducted by the Product Service Section 
f General Electric Company's Appliance 
& Merchandise Department and was one 
{ five regional schools, others being in 
Atlanta, Dallas, St. Louis and Cleveland. 

Purpose of the schools is to give the 
men in charge of servicing General 
Electric appliances a thorough knowledge 

the mechanical changes which im- 
provements have effected in 1941 major 
including refrigerators, dish 
Disposalls, kitchen cabinets, 
ranges, water heaters, and laundry equip- 
ment. 

At a banquet in the Stratfield Hotel, 
the service men attending the Bridgeport 
school were addressed by A. M. Sweeney, 
manager of the Refrigeration Sales Sec- 
tion; J. R. Poteat, manager of the Water 
Heater-Range Section, John Wicht, man- 
ager of the Home Laundry Section, and 
C. W. Theleen, manager of the Electric 
Sink-Cabinet Section. 


1 
appliances 


1 
wasners, 


| good 


| dealer at the 


They were, instructed in 1941 service 
policies by W. C. Noll, manager of the 
Product Service Section. A. T. Taft 
was in charge of arrangements for the 
two-day school. Instructors and speakers 
on specific product studies included C. E. 
Ring, T. B. O’Gara, and P. M. Augen- 


stein 


K. C. Loses Fewer Salesmen in 1940 
KANSAS CITY At the close of 


1939, writes Jerry Weston, in Timely 
News, printed by the Electrical Asso- 
ciation of Kansas City, Mo., 68 per 
cent of the retail salesmen with dealers 








at the start of the year had left the 
electrical appliance business. Figures | 
are now in as to what happened in 


1940, and he discovers that the loss of 
salesmen during the year 1940 is 49 
per cent 

“Still too large,” 
reduction from the 1939 
Starting this year there were 150 sales- 
men with 42 dealers (on whom he had 
records) or an average of 3.5 salesmen 
per dealer. This compares with 6 per 
start of 1939.” 





says Jerry, “but a | 


loss. 


| 








Dealers from coast to coast are find- 

ing out the truth of the above axiom. 
“Precision Cooking” is a brand new sales 
idea that is increasing the UNIVERSAL 
Electric Range business everywhere. Only 
UNIVERSAL offers “Precision Cooking” 
because only UNIVERSAL has the 5 “star” 
features that make “Precision Cooking” 
possible. 










1. Mult-I-Heat Con. 
trols with Signa- 
lite Indicators. 


2. Magic F 
ye 0 
Controls. ” 





J. Select-A-Tro) 


4, Superheat Units, 


UNIVERSAL’S new 1941 Elec- 
tric Ranges are backed by 
powerful national advertise- 
ments like the ones shown 
below designed to bring cus- 
tomers to the point of sale. 
Then, too, there is newspaper 
advertising, direct-mail pieces 


The product is right—the price 
is competitive. It is no wonder 
that “Precision Cooking” 
backed by strong promotion 
means more profits. Write or 
wire for complete information. 
Learn how UNIVERSAL 
Range dealers are increasing 


An "Imperial" for Orkil 


and dealer helps. their business in 1941. 








Jack Poteat, G-E range manager, left, presents a G-E "Imperial" de luxe range 
to Orrin Kilbourne, Hartford distributor, for outstanding range accomplishments 
during 1940. Ray Patten, whose design of the “Imperial won a national award, 


is behind the range and joining in the general congratulations. SLLE 


New Britain, 
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ANT A COwy 
we SEE A o\W Enp, 
a” eR CLEANER: ys TYPE Ne Ng, 


“i Either way win a sale with the new 1941 


7 ea) uC UNIVERSAL CLEANERS 


The big one for ‘41 is the UNIVERSAL 
Clean-Air Cleaner with the famous 
“Tattle Tale” Light. Complete 

















No. Il 8'2 Foot Hose 


Rece 
elec! 


MODEL E65 
















with 13 attachments including 5 a 
$ 9 ep. 
air-sealed Germ Trap and non- 5g etait “cguaamans ey 
° 

No.4 Super-Intake Nozzle € 
No.8 Bare Floor Brush 





sealing Super-Intake Nozzle. RETAIL 


No.6 Utility Brush 





Also the Economy Model E50 to retail at 
$49.95 complete with 9 attachments. 










No.5 Radiator Tool 


eae) 


No. T Moth Proofing Unit 


No,.12 a 













No. 10 Cerm Trap Filter 


| WANT TO TRADE IN 
MY OLD CLEANER 
















No.2 Stra eateries nd 
















No.1 Straight Wand 





5A 
1A 





to offer on trade-ins 


$4 0* Value Storage Cabinet 












| For Spring Selling Only — here's a real 
sales-clincher to offer with UNIVERSAL 
| Clean-Air Cleaner. This all-steel storage cabinet is 
65” high, 18” wide with double-baked white finish. 


Has extra storage space for other cleaning equipment. 



















7 WANT A | THOUGHT | MIGHT 


















=), HAND CLEANER, TOO!" GET A REBUILT, BUT... 
= i SPECIAL COMBINATION—a brand-new i 
Motor Driven Brush Hand Cleaner and a ith Motor Driven Brush a 


Motor Driven Brush $3995 
Floor Gleaner both for wv 


—a new leader for low income sales to 





RETAIL capture the enormous “rebuilt’$§ 95 


PRICE IF PURCHASED ¢ ' $46%° market. Truly a sensational value. 
SEPARATELY . . . 





RETAIL 





WRITE OR WIRE your UNIVERSAL Cleaner Distributor or 
the factory for full details about the above cleaners plus 


THE TRADE MARK KNOWN IN EVERY HOME 3 . 
s UNIVERSAL : - = — = >" = 
r—= \ ) qT } 
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Sales Manager 


Recently appointed sales manager for 
electric fans and sunlamps for General 
Electric's 
department is Marshall B. Ross, above. 
Appointment came with re-organization 
of division, 


appliance and merchandise 













































































































rush 
is to 
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plus 








SING 





Leg Art Dept. 


U. S. Rubber Co. had a bathing beauty 
contest recently at the Jacksonville con- 
vention of International Municipal Sig- 
nal Association and “Miss Miami" leads 
the parade past the judge's stand. 
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Frigidaire Executives 
See New Coolers 


C. A. Copp, vice-president, Frigidaire 
Division, General Motors Sales Corpora- 
tion (center) and M. F. McCarthy, dis- 
trict sales manager, hear a resume and 
demonstration of some of the features 
of the 194! line of Frigidaire water 
coolers from H. F. Lehman, manager of 
Frigidaire's Commercial & Air Condi- 
tioning division. 

At the meeting which was held last 
week (Friday, February 2Ist) the new 
line of Frigidaire commercial cooling 
units, which includes beverage and water 
coolers, as well as other commercial re- 
frigeration units was introduced to 250 
dealers and salesmen in the New York 
district. 


A Warm Conference 





The importance of equipping a home 
with the best available heating plant is 
being explained by Ralph Mowry (left), 
General Electric Home Bureau repre- 


sentative, to builder men of the Rex 
Cole appliance group. 

(Left to right), J. G. Ruf, L. Scesa, 
and F. J. Silvestri, George Ellis (ex- 
treme right) G-E Home Bureau repre- 
sentative in New York, acted as guide 
for the Rex Cole group on a tour of 
Home Bureau headquarters in Bridge- 
port, Conn. 


1941 















} 
| 











“3 make a 
crowd... 


and a crowd means 


BIGGER PROFITS!”’ 


The new UNIVERSAL “Wash-White” Washer 
line is styled right with five “star” selling fea- 
tures women want. 









9 UNIVERSAL “Wash-White” Washers are 
* priced right for easy sales and bigger profits. 
UNIVERSAL “Wash-White” Washers are 


a powerful national promotional campaign. 


aly UNIVERSE, 
sling jes 


New. 50 7 o larger 


g ib. tub 


* 
Automatic _=—= 
Switch. 

* 


“Ster- 
Exclusiv "0 ‘gator 


——-* Roll 
stop Wringer- 
= 


Autom 
Switch. 


These three points combine to make this a banner year 
for UNIVERSAL Washer dealers from coast to coast. 
National advertising breaks down sales resistance and 
brings:customers into the store. New styling and special 
features create desire in your customers. Finally, prices 
are set to help you clinch the sale, but still give you a big 
margin of profit. Write or wire for full information today. 


THE TRADE MARK KNOWN IN EVERY HOME 
7m) 


UNIVERSAL 
Li am) 
™ You’ = Sif a 


LANDERS, FRARY & CLARK New Terry res 
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G-E Plastics 


Appointment of Donald S. McKenzie 
as sales manager of the plastics depart 
ment of the General Electric Compan 
has been announced by G. H. Shill, man. 
ager. Mr. McKenzie, who will be located 
at Pittsfield, Mass., succeeds W. H. Mi. 
ton, Jr., recently named assistant man. 
ager of the department. 


Westinghouse 


Election of four executives to the rar 
of vice-president is announced by A. \\ 
Robertson, Chairman of the Boar 
Westinghouse Electric & Manufactu 
Company. 

They are Bonnell W. Clark of Nx 
York, now President of the Westing 
house Electric Supply Company, a su 
sidiary; R. A. McCarty of Philadelpt 
Manager of the Steam Division; Fran} 
D. Newbury of Pittsburgh, Manager 




















G. E. Department Store Sales | 














ling to an announcement b Crosley 
M ( M » ler assistant manage 
f t G-] liance and Me in |. H. Rasmussen 
se Department, Bridgeport. Conr idio division of 
I ( Bowe i keen appointed mart poration has just been an 
1@e yartment re sales. effective t I. Petrie, vice-presi 
i Mr ve 1 ad ye thar sales manager of the 
I Cal expe é ntacting Corporat 
epart i ture stores | I r ast five years, Mr. Rasmus 
vell-h this particular 1 s¢ id en assistant sales manager of 
r H een manag f appli- | Z Radio Corporation, of Chi 
| 
] 
| 
| 
| 
| 
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General Electric 
B. M La 1 iding ecutive 
e electrical appliance industry for thé New Positions of the Month 
ast ae a le ‘ { ¥ a>) ate l W 
ndustry 4 quart 4 centur 
is been a ted manage of appli 
4 € ile ew nsolidated Pa | 
; ‘ General Mlects | ‘ ‘ , = ‘ : 
. Ba ‘ r I 0 . ance sales f General Electric in the cago. Previously, he had served for four 
t 11S¢€ ae rtment 1 2 are ae : : 
mn ; : . a 2 , St. Louis Territory since 1938. years as advertising manager and assist- 
: en ee , In his new post, it will be his par ant sales manager of the Grunow Corpo- 
. tne oMlective at o wan te ; ; 4 oo 
| ve a e, was an ticular objective to develop business | ration, later the General Household Utili- 
. : B “. in the full line of appliances, working ties Company, of Chicago. 
inag >t g ’ > P 4 re | 
ne rt. geese kes “o with department and furniture stores He also had spent eight years with 
. a aren sells, agg ar lian nationally to become better acquainted the Sterling Radio Company, of Kansas 
| gnate imber nine by the ie ’ : - : 
: ; p ‘ with their problems and aims. He will | City, Mo., as manager of that company’s 
‘ a { n st ' 1 1 . + ; >t r ' ah- Ts : * : 
rit 7 1. Ida Ny “ 1 : make his headquarters at Bridge port, | branches at Omaha and W ichita, Kansas. 
‘ J 
: ( mir 
\ t Sout dal i = 
‘A , i \ ] ] i i - i | 
y y T + > | 
W R. M Youngstown Pressed Steel 
i ) 4 al S . 
r lanag Hygrade Sylvania ; 
1a S " ive now be [he Youngstown Pressed Steel Di 
$s i r assigned to Mr. | At a recent meeting of the Board of vision of Mullins Manufacturing Cor 
Assic om the ent he 1) rs of Hygrade Sylvania Corpora- | poration, Warren, Ohio, announces 
veh 4 he ig es ; | P , - . 
I ul Portland tion. | J. Healy was elected as vice the promotion of Robert W. Muilin 
spectively resident of the Corporation, according | to YPS territorial manager of Region 
B. M. TASSIE F. J. HEALY R. W. MULLIN 
W. Brown, formerly district a wna ( ide public by E. J 12, which includes California and 
ince Sales manage Sal Lake Cit Poor, ha nan the Board of Direct W ashington 
heen annointed dictrict renr tat ; T z ,e2 4 
as been appointed dis epresenta rs. As vice-president, M Healy will r. Cole Cawthorne, Seattle, Wash- 
lor retrigeration sales, eadquarte ontinue his duties as general manager ington, 1s assistant manager. 
| | , ‘ 4 ‘ 
n Portland, w J. J. Burns, formerly of the Lamp Division 1eadquarters 
assistant district manag in San Fra it Salem, Massachusetts 
isco, has been appointed d ict Blackstone 
sentative for electri ? ‘ 
seadquarters in San Franc; ' Mrs. Myrtle T. Hickman, home eco 
l arters in in 4 5 . . taachea 1 lec » hz hee 
Me Tassie has heen president of } W/L: iomics teacher and lecturer, has been 
ning, Bowmar : ahunk , ; Harvey- hipple appointed Home Service Director for 
1g, wman i oO le t mt . . 
ance manufacturer —- “a tbs Cc ow. ¢ , ' eit Blackstone Corporation, according to a 
l Mmanula ire . I¢ 1¢ past te! orneissen, Saies manage ( “ : 
eo Hy cess ag Pie an nn ates MHAnaser 0" | recent announcement by P. S. Moynihan, 
years e : at organization in | Harvey-Whipple Inc., announces the ap Black es " Ei 
1915. at om : - . slackstone sales manager. Mrs. Hick- 
! at W ne e€ was appointed wintment of Charles F. Benfer as factory . : : . . : 5 
Dat eige Oe 3 ; man will direct consumer education for 
ra ic ( " l anager wit ead representative tor New Jersey, anda por the company, cont acting women’ yrou 
t - - > - \ , “> r the . oe é < ns oups 
juart Sa Francis Becoming | tion of southern New York state, west rei eres ‘ & : & i 
ene 102 . e ; . : throughout the country, and will also 
( reside 193 e moved to the | of the Hudson River. Mr. Benfer comes kines A gags 5 ted : 
ne "Reeetase Merid + +t peg ee cones et work with dealers and distributors in 
ri sega , , Arve} cate , a an promoting the complete line of Black- 
1 ul i rt elect president liator where e was for five years dis atl : . — 
, stone washers, ironers and dryers. 
trict Manager in Ne Ww York , 


Mrs. Hickman was home economist 
for Youngstown Pressed Steel Company 
prior to joining the Blackstone organ- 
ization. 


Eagle Electric Mfg. 


Jules J. Dreyfuss who has been asso- 
ciated with the electrical industry for 
ver 30 years is now connected with the 


Eagle Electric Mfg. Co., Inc., in the 
capacity of director of sales. Mr. Drey 
fuss until recently was sales manager of 


the Marks Products Corp. 





J. J. DREYFUSS 


MARCH, 





B. W. CLARK 
the Emergency Products Division; ar 
A. C. Streamer, of Pittsburgh, Genera 


Manager of the East Pittsburgh Divisior 

All the new vice-presidents have bee 
identified with Westinghouse for many 
years. 


Westinghouse Appliances 


Appointment of D. S. Gray as hea 
quarters supervisor of utility sales is ar 
nounced by F. R. Kohnstamm, sales 
manager ot the Westinghouse Mercha 
dising Division, Mansfield, Ohio. M1: 
Gray succeeds W. H. Thompson w 
has been named utility sales manager 
the Westinghouse Lamp Division, wt 
headquarters in Pittsburgh, Pa. : 

Mr. Gray joined Westinghouse in 193 
at Mansfield as range and water heate 
supervisor for the central sales district 
In 1938, Mr. Gray became manager 
Westinghouse water heater sales a! 
later that year, Eastern regional supe! 
visor of the Range and Water Heater 
Department. He went to New York 
1939 as supervisor of Merchandising D 
vision activities in the Westinghouse 
World’s Fair exhibit. In 1940, Mr. Gra 
served as assistant manager of the Fair 
exhibit as well as Merchandising supe! 
visor. 





D. S. GRAY 


1941—ELECTRICAL MERCHANDISING 








cKenz 
depart 
Om par 


caval woe oe 905 


wae oven. 


lo ted 
H. M 
it 


4.200! sect Nat 
rivi eaveeuon g pee 
conse earn ; 


ager 





Everyone wants to save money. 
Gale gives you exclusive mechani- 
cal developments, amazing econ- 
omy and performance! It’s a 
powerful sales appeal that will 
win extra sales and extra profit! 


m;a 
Genera 
Jivisio 





Gale contributes the first real mechanical improve- 
ments to electric refrigeration in years. Gale has 
developed a new revolutionary Fluid Cooled 
condenser which continuously dissipates heat. It 
steps up performance, gives remarkable economy, 
quiet operation, has no fan, no moving parts. Add 
the exclusive GALE EQUALIZER, which bal- 
ances refrigerant pressures, reduces motor starting 
load and overheating. The already proven and 
accepted hermetically sealed MECHANICAL ICE- 
BERG has been made more efficient in performance, 
amazingly economical to operate and quiet beyond 
conception because of the above improvements. 


GALE PRODUCTS * 


Refrigeration Division: 
Ser Outboard, Marine & Manufacturing 
“i Company 
GALESBURG, ILLINOIS 


2S 











GALE PRODUCTS 

1615 Monmouth Blvd., Galesburg, Illinois 
Gentlemen: 

Please send full information on GALE for’41 





NAME SE 


Model GS-658 ADDRESS_ 








: A striking example of _ SSS Se 
- \e 3 GALE’S extra value. Think > op hergeso Include Portable Air Conditioning Information (] 
ai ‘ profits now t facts 
x on Gale Portable Air 
7 \ Conditioning Units! 
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THE MOTORS WITH THE TRADE-MARK MILLIONS KNOW | Bendix responsible for the sale of all oil and g, 


‘ heating sales throughout the count; 
D. O. Scott, president of Bendix Home | The cooling equipment sales  sectio; 
Appliances, Inc., has announced the ap- | headed by C. M. Rowland, will superviy 
pointment of Thomas J. Litle, Jr. as | the sale of water coolers, room Coolers 
director of engineering for the company. | store coolers, refrigerators of the com, 
mercial type, air circulators, and vent. 
lators. The contractor and industrig 
sales section, under S. Martin, Jr., wi 
have the responsibility for the sale of i 
condensing units, evaporators, evapora. 
tive condensers, coils, and central plan; 
equipment. 
Rainbault also announced the appoint. 
ment of Frank H. Faust as commercig 
engineer of the entire department, an 
that of E. B. McClelland as assistan; 
sales manager. The latter will be j 
charge of field operations and distributo; 
relations. In the absence of the manager 
J. E. Kusik will henceforth be in charge 
of the air conditioning and commerci 
refrigeration department. 
Harold Hulett, formerly eastern sale 
manager of the department, and A. f 
» Pierce, northeast zone manager, hay 
relinquished their positions to becom 
T. J. LITLE, JR. associated with other branches of th 


company. 






What does this name 
mean to you? 








Mr. Litle comes to Bendix Home 


Appliances from the Easy Washing Ma- Westinghouse 

chine Company, where for four years, he 

was chief engineering executive. Earlier John H. Ashbaugh, formerly Eng 
in Mr. Litle’s career, he was director of | neering Manager at East Springfick 
engineering and production with the Lin- | Works, has been appointed Assista 
coln Motor Car Company. After the | Manager of Manufacturing and er tr 


purchase of Lincoln Motor Car Company 
by Ford, he became engineering produc- 
| tion executive for the Lincoln Division of 
| the Ford Motor Company, and acted as 
| 





94% KNOW 
WESTINGHOUSE 


In a nationwide cross 
section survey, people in 
14 scattered cities were 
asked what the word 
“Westinghouse” meant 
to them. 94% of those 
surveyed identified it 
with quality electrical 
equipment. 


personal engineering advisor to Henry 
Ford. During this period he was elected 
president of the Society of Automotive 
Engineers 

At one time, Mr. Litle was chief engi- 
neer for the Copeland Refrigeration Com- 
pany of Detroit, and has to his credit 
some 360 inventions covering basic design, 
in general use in the automotive and 
electrical refrigeration industries. 





G-E Air Conditioning 
=552 : : 
The motors millions know Elliott Harrington has been named 


sales manager of the General Electric air 8 
conditioning and commercial refrigeration J. H. ASHBAUGH 
department, with headquarters at Bloom- 

mean EASIER SALES field, N. J., according to an announce- | 
ment just made by John P. Rainbault, | ing for the Merchandising Division. He 
manager, which further designates new | will maintain his headquarters in East le 





= , sales sections and other changes in the | Springfield but will be responsible for 
The Westinghouse name plate on the motor of the | Bloomfield organization. Rainbault was | the work at both Mansfield and East 

‘ . appointed manager on January 1, suc- | Springfield. 
appliances you sell paves the way to easier sales. ceeding S. M. Crocker, who was elected : 


. ‘ P a G-E vice-president. 
It inspires confidence .. . reduces resistance... 


, Proctor Electric 
removes mental barriers of doubt as to performance 
of equipment. To 94% of the buying public— 


including yours — the name “Westinghouse” stands 


The appointment of Howard Tilson as 
factory manager of the Proctor Elec- 
tric Company, sales division, Proctor & 
Schwartz, Inc., Philadelphia, has been 
announced by Walter Schwartz, Jr., presi- 
dent. In this capacity Mr. Tilson will be 
in complete charge of all factory pro- 
duction of Proctor irons, toasters, roast- 
ers, waffle irons and other products 0! 
the Proctor Electric Company. Mr. Til- 
son, a graduate of Cornell M.E., was 
formerly associated with Rath & Strong 
consulting industrial engineers, Boston, as 
field engineer. 


for quality electrical equipment. 


Gear this added sales power to your selling. 
Specify and supply the motors millions know — 
with the name that millions respect as a guarantee 
of electrical dependability. Westinghouse Electric 
& Manufacturing Company, East Pittsburgh, Pa., 
Dept. 7-N. 





j-03072 


E. HARRINGTON 


Harrington has been connected with 

eS in HIS General Electric air conditioning and 
automatic heating activities from their 

rT 3 Under the new arrangement he will 
. ’ supervise distribution and policy matters, 

Thé olme vA east a. and under him will operate three separate 





inception, and his early assignments on | 


the development of an automatic oil fur- 
nace led directly to the formation of the 
department, in which he has served in 
various engineering and sales capacities. 


| 





sales sections. The automatic heating 


sales section, under L. H. Hodson, will be HOWARD TILSON 
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Sealed Radial Compressor an Exclusive Feature—Airtemp was first in the field four years ago with 
a sealed, self-contained cooling unit. Today thousands of these machines, basically unchanged, 
are giving satisfactory service in shops, offices and restaurants. Exclusive radial compressor 
cuts weight and operating costs, saves dealers service expense. The market for packaged cool- 
ing units is booming. Send the coupon for Airtemp’s money-making Proposition for direct dealers. 


CHRYSLER 


AIRTEMP DIVISION OF CHRYSLER N CORPORATION, DAYTON, OHIO 





Airtemp Division, Chrysler Corporation, Dayton, Ohio 


Gentlemen: 


Send me your money-making Proposition for direct dealers 
on your 3 h. p. and 5h. p. packaged cooling “nits. 


Name 





Address 





City 
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because + know thadp oucelaim ove 
a. te color and shows ww blemishes 92 


RS. J. W. COOPER of 2529 North St. Louis 
M Street, Chicago, purchased the all-porce- 
lain Frigidaire pictured above during August, 
1930—for $240. After ten years of severe use, 
here is what she says:— 


“When | bought my refrigerator my two children 
were very small. | wanted something durable. So 
| bought this 6-foot all-porcelain model. My chil- 
dren (and all their friends) have grown up with 
this box, yet today it is as spotlessly clean as the 
day | bought it. And to keep it looking fresh all | 
do is wash it with Ivory Soap and water, then clear 
water. When | decide to buy one of the newer 
models it certainly will be all-porcelain—and from 


the same dealer, too.”...... and oh yes, | bought 


an all-porcelain range about six years ago—and 
it still looks like new!” 


Porcelain enamel makes satisfied customers—the 
dealer's best advertisements. Porcelain enamel 
makes repeat sales. Porcelain enamel makes sell- 


ing easier. Porcelain enamel makes larger profits. 


LUSTERLITE Porcelain Enamels are absolutely im- 
mune to cigarette burns, fading, or ordinary house- 
hold abuse. LUSTERLITE affords enduring beauty 
and positive sanitation. LUSTERLITE Porcelain 
Enamel is “the lifetime finish.” The more LUSTERLITE 
Porcelain Enamel on the appliances you sell, the 
more profit for you. Write today for the new book “We 
Re-Discover an Old, Old Product.” Address: Chicago 
Vitreous Enamel Product Company, Cicero, Illinois. 


iter \cloma sha dite) tt- 


LUSTERLITE #2 ENAMELS 
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Apex-Rotarex 


Edward P. Wells, who has had 
twenty years experience in the ; 
vacuum cleaner and home appliance ; 
has joined the Apex-Rotarex Cor, 
tion, Cleveland, as commercial map; 
of the vacuum cleaner divisior 
company, according to a recent annoy 





E. P. WELLS 





ment by G. B. Schuyler, vice pres 
in charge of sales. 

Prior to joining the Apex con 
Mr. Wells was connected with the K 
mazoo Stove & Furnace Company w 
lor seven years, he was vice pres 
in charge of sales. Before that 
he was connected with the Eureka 
uum Cleaner Company where, during 
10-year period, he served as divis 
sales manager and later as vice pres 
in charge of sales. He was at one tis 
also connected with Brooke, Smit 
French, advertising agency. 


Paul Hogan Dies in New Orleans 


Paul Hogan, vice-president of the E 
trical Supply Company, New Ori 
died recently. For 21 years he was 
the Electrical Supply Company, con 
from Atlanta where he had been 
the General Electric Company. 


New Auburn President 










Harry Woodhead, newly elected pres’ 
dent of Auburn Central Manufacturing 
Corp., Connersville, Ind., is also presi 
dent of Aviation Manufacturing Corpo 
ration and chairman of the board ° 
Vultee Aircraft, Inc. Prior to becoming 
associated with aviation Mr. Woodhee? 
was vice president and general manage’ 
of the Cleveland plant of Truscon Stee 
Company, a subsidiary of Republic Stee 
Corporation. 
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; This “‘triple-check”’ Certificate of Quality isattached _ , 
of the to every Official Hoover Special. It does the selling = 
“ Orlea —and puts “‘gyp”’ competition out of the running. 
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MR. DEALER, every second woman that passes 


pletely reconstructed at the Hoover factory. All 


your store either has or wants a Hoover Cleaner. parts are genuine Hoover—so is workmanship. 


{Sej iff y fj T d 7 la bl . . . . ss 
(Scientific surveys prove that 46% of all women his is not merely a “shining-up” job—but a com- 


prefer and want the Hoover. ) plete reconstruction 


If she is still a “‘wanter,” here’s the greatest oppor- Every one carries a Certificate of Quality — your 


tunity you can have to bring her in—sell her a protection as well as the customer's. 


Hoover at a real profit—and make her a regular cus- All you have to a ne 


tomer for a lot of other things in your store besides. your window—sell them on the floor—and get the 


Here is a proposition that has no strings to it— gravy. Write for our complete proposition. THE 


ey HOOVER COMPANY, North Canton, Ohio. 
no responsibility on your part. 


—__ oe = = VAIL COUPON AT ONCE* =? °2?°3°--- 
Official Hoover Specials are guaranteed by the 





THe Hoover Company, Dept. EM5, North Canton, Ohio 
sted presi 


ufacturing 
also pres 


Hoover Company — serviced by Authorized Hoover 


Gentlemen: Please give me complete details and merchandising plan 
on the Official Hoover Special at $17.95. 


1g Corpo Service Stations—and such dependable products that 

board 0 : 2 ; x NS aaa iss cra wtaotasins Sarg pace wr wd oh a eo homo Gk een hab cea 

becoming theyll build good will instead of tearing it down, 

Noor — 4 . I I or os sce oi eek ww ae wed wa a Rawenied 

| ma me as ordinary, non-factory rebuilt cleaners often do. 

rnd ~ EE SEE Cee es eee rs cee Ee een Pe eee 
These Hoovers are entirely torn down and com- DU ein cterickancs untudéacsecseues teed RR 
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Gensler-Lee of Fresno, California, 
Te itiol t in electri 
‘ e extract ind an 
ena tab for $9.95, nothing 
‘ ¢ a week ius bringing 
cust to the store at regular 
ike , yiments 
* * > 
Breuner’s of Sacramento, Califor- 
nia, recently enjoyed a visit from Leon 
ard O nhet G.E.’s kitchen plan 
ning expe who helped customers 
with their problems on kitchen design 
ind suggested methods for the effec 
tive use of the new refrigerator and 
accessory cabinet. This was announced 
is part ot the spring showing of the 
. ] i4] (y I family : 
* * * 


The Powers Furniture Company of 
Portland, Oregon, rece ntly ran a three 
da king school, demonstrating L 


& H range 


Los Angeles is to have a 


building 








devoted to television exclusively. The 
D I Television system is erecting 
i $100,000 structure in the Hollywood 
hills ecasting urposes. Initial 
be three 15-kva power 
il tnres -b i ghting transtorm 
| television ameras will be 
t r * mwra s ft receiving 
A) e range There are 
esent time t be 500 
* > 
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i finish tw rts while 
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Western 


NEWS FLASHES 


The Montana Power Company de- 
voted January and February to light- 
ing and plans to start its 1941 range 
promotion in March, continuing the 
campaign through July. This year the 
company is trying out a system by 
which certain dates are to be set apart 
for concentrated industry advertising 
Dealers’ copy, instead of running at 
random whenever power company ads 
appear, is to be held until a specified 


date, when an effort will be made to 
dominate the entire issue of the re- 
spective newspapers. This plan was 
tried out in the lighting campaign of 
last fall, and met with marked suc- 
cess. 

* * . 


Helena, Montana, 
which 


has an auto camp 


added 


recently six new cabins, 
all of them completely equipped with 
electric kitchens and steel cabinet work. 
[he largest single refrigeration or 


Montana its said to be 
that for 167 Westinghouse refrigera 
tors delivered by the Duval- 
Wallace Hardware Company of Great 
Falls to the Federal Housing Author- 
itv of that section 


der ever sold in 


j 
recently 


* * 


The Carlson Appliance Company of 


Helena, Montana, has two salesmen 
who won places in the nation-wide 
bendix contest. Andy McIntyre and 
O. M. Carlson won first and third 
places resvectively. They were the only 
two salesme from Montana to win 
ri Ss in this even 
* * * 

ree new trophies are now on dis 

pla the salesrooms of H. E. Saviers 


& Son of Reno, Nevada, chief of them 
being the “President's Award” for top 
honors nationally in sales quota record 
among Philco dealers. The nearest 
competition for first place is said to 
have been 30 per cent below the record 


of the Reno firm. 
* * * 
Three new Westinghouse refrigera- 
tors filled with groceries and three 


electric ranges with turkey or ham in 
their ovens were offered as possible 
door prizes for customers who at- 
tended the “Grand Preview” of the 
Westinghouse line presented by H. E. 
Saviers & Son of Reno, Nevada, early 
in February. 
* * * 


Women employees of the Public 
Service Company of Colorado have re- 


cently organized under the title of 
Public Servicettes. 
7 * * 


Charles F. Warmoll, window display 
specialist for the Public Service Com- 
pany of Colorado in Denver, adds an- 
other laurel to his record by winning 
first prize for an electric water heater 
window in a contest conducted in the 
territory west of the Mississippi River 
by the Westinghouse Company. War 
moll’s entry featured the opening of 

chool, with the slogan “School Days! 
You’ ll need lots of hot water.” 


* + * 


Reports from Cheyenne, Wyoming, 


show that during 1940, 204 new homes 
were built in that community, while 
416 new customers were added to 


Four Pairs of Twins and Stuff 





Well, it's all too rarely we get an opportunity to run a picture like this! 


legitimate leg-art, too: Rex Cole, 


Inc., 
Electric sponsors a radio show called "Where Are You From?" 


It's 
metropolitan distributor for General 
in which Dr. Henry 


Lee Smith of Brown University (that's the lucky dog in the middle) spots your 


birthplace. 


of environment in changing speech patterns. 


He's testing these four sets of twins now to find out the influence 


Left to right, Helen and Ruth 


Ingraham, Janet and Nancy Scott, Grace and Ruth Irversen and Eileen and Edna 
Reeke—all models. Show is on Wednesdays from 8 to 8:30 over WOR. 
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power company lines. 
month of December the new busines 
department of the Public Service Cop. 
pany sold $17.100 worth of merchap. 
dise. Annual kw.-hr. usage per domes 
tic customer for the past year came 
very near the 1,000 kw.-hr. mark 


During ¢ 


* * * 


The Electric Institute of mares 
putting on a series of radio progran 
entitled “Let’s talk it over with Nan 
and Ned”, which provide opportuni) 
for pointing out the merits of good 
lighting and the convenience of ele 
tric appliances in the home. These ¢g 
on the air Wednesdays and Friday; 
from 11:45 to 12 noon. Dealer coopera 
tion is stressed on all programs Far 
response has shown a gratifying inter. 
est on the part of listeners. 


* * * 


N. F. Cheek, Alamosa salesman for 
the Public Service Company of _ 
rado, closed 1940 with a record of hay 
ing sold $37,500 worth of merchandis 
including $19,500 in General Electric 
refrigeration. This brought him an invi 
tation to the new business managers 
meeting at Denver and another to the 
General Electric Toppers’ Club in Chi- 
cago during February. 

+ . * 


Final report of the Idaho Power 
Company’s “Brick House” campaign 
on ranges and water heaters for deal 
ers and power company salesme: 
showed a record of 94 per cent 
quota made, with 493 range sales a: 
217 water heaters disposed of. The 
Payette division won, with an 111 
cent of quota record. 


* * * 
Auerbach’s of Salt Lake City 1 
cently ran one of the Ironrite vs. har 


iron contests for customers who vis 
ited their third floor department 


* * * 


\ “four-way plan” by which the cus 
tomer chooses how much a month 


can conveniently pay and then is ab 
to figure in advance from a chart just 
what are the terms on which he ca 


purchase any appliance is the cop 
righted way in which Prottas & Leavitt 
of Seattle teach their customers | 
easy it is to purchase any item i 
General Electric line which they carr 


* * * 


Church cooking schools to wh 
the public is invited, with a small a 
mission charge of 15 cents which goes 
to the benefit of the church sponsoring 
the event are again under way 
Seattle, where they proved highly po} 
ular last year. Baking contests in whi 
the department and the manufacturer 
furnish the prizes are generally fet- 
tures of these events. 


* * = 


combination of an Easy washer 

50-piece silver set and a 32 
piece set of chinaware was a Februar 
offer of the Standard Furniture Com- 
pany of Salt Lake City. 


rhe 
with a 


* * ” 


“Refreshments served”, advertise 
the Dorris-Heyman Company of Phoe- 
nix, Arizona, in announcing its Fel 


ruary showing of the new line of Frig 
idaire refrigerators. This compa! 
during February allowed $75 for a! 


old radio 
a de luxe 
bination. 


set in trade 


mod@l RC 


on purchasé 


\ Victrola 


. * * 


Dealer cooperation rules for 1941 as 
issued by the B. C. Electric of Van- 
couver, B. C., call for an allowance ‘ 
$25 toward ‘electric wiring for new 
electric range customers. As the Jo 
averages about $42.50, this leaves the 
customer $17.50 to pay. For the tra:Je-in 
of an old electric range on a new one 
$20 is allowed bv the power com)an) 
providing the new model S10 
or more 


costs 
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of Cinderella--a very fine girl in- Cinderella--the same fine gal, 
“Elects deed, but--dDressed in rags and but--clad in silks and satins, in 
lan iny | “aa 
ance | the rast off clothes of her high But one brief evening won the 
° | \ \| flying sisters, was left at home heart and hand of her fairy 
\\ to shed bitter tears in the cold prince and lived happily ever 
| \\\ ashes of her father’s fireplace. afterwards. 
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<= a SOME CALL IT FLASH.--- i; 
re : “Ul 
* : OTHERS CALL IT OOMPH’UL: 
For 42 years Whirlpool quality has been traditional. BUT in high-geared 1941 your customer will demand qual- 
City r 
ra Nothing but the finest materials have been used, in the ity plus. Some call it flash, others call it oomph. Nineteen 
ent hands of workmen skilled in the school of experience. Hundred Whirlpool meets the challenge with all-out, com- 
Supervised by the best engineering talent available. pletely new designs from wringer to caster. The salesmen's 
onth h Produced in modern, well equipped factories. Guaran- line because it sells with ease, the dealer's line because 
hart ju teed by unlimited resources. In ordin- it sells with profit. Write today for fully 
i com ary times a sound, dependable illustrated catalog "Every Model 
om © sales formula indeed. A Deluxe Model.” 
= ons a 
f Phoe 
1941 as 
of Van- 


ompany St. Joseph, Michigan | 
=1 e | A 





ISiING BRLECTRICAL MERCHANDISING—MARCH, 1941 PAGE 79 





The changing requirements — the higher 
standards — the increased accuracy de- 
manded by manufacturers, has thrown 
“‘Nichrome”’ into today’s spotlight, due to 


its precision. 


Only through complete control of proc- 
esses in every stage of manufacture from 
first melt to hot rolling and cold finishing 
can this precision be assured. It warrants 


your specification. 


‘‘Nichrome*''— the heating element 
material is made only by 


DRIVER-HARRIS COMPANY, HARRISON, N. J. 


A direct mail leaflet to promote 

| kitchen modernization is being mailed 

by the Pacific Gas and Electric Com- 

| pany to 80,000 customers in northern 

| California in three mailings, as pre- 

| liminary to a range and water heater 

| promotion during March and April. 

| The booklet urges a call on appliance 
dealers. 

. & 2 


The Pacific Appliance Company of 
| San Francisco has opened a branch 
| store on Mission street, about six 
| blocks from the parent store. The new 

branch is known as the Modern Appli- 
ance Company. Frank Mango is man- 
ager. 

2 


The usual annual review of business 
| conditions and discussion of industry 
| problems was the theme of the meet- 
| ing of the Pacific Division of the 
| National Electrical Wholesalers Associ- 

ation, held at Del Monte, Feb. 13-15. 
R. E. Fisher, vice president in charge 
of public relations and sales, George 
Gadsby, president of the Utah Power 
and Light Company and James Pol- 
| hemus, president of the Portland Gen- 
eral Electric Company were among 
| the speakers at the Friday open meet- 
ing 
se é 


Che 1941 annual meeting of the busi- 
ness development section of the North- 
west Electric Light & Power Associ- 
ation is scheduled for March 27-29 
at Spokane, Wash. 


* * . 


The electrical industry’s contribu- 
tions to progress will be the theme of 
this year’s annual convention of the 
Pacific Coast Electrical Association, to 
be held May 21-23 at the Hotel del 
Coronado 


* * * 


San Francisco during June is to be 
air conditioned. Two national conven- 
tions, that of the American Society 
of Heating and Ventilating Engineers 
and of the Heating, Piping and Air 
Conditioning Contractors National As- 
sociation are to be held simultaneously 
in the west coast city, while a mam- 
moth air conditioning exposition is to 
be operated in the civic auditorium. 
during the same period. Seventy per 
cent of the space is said to be already 
spoken for. 


* * * 


Discussions are under way leading 
to the possible purchase of the Puget 
Sound Power and Light system by the 
Bonneville-Coulee Power Administra- 
tion. Final purchase is contingent upon 


the availability of funds, either thr 
the proposed Columbia Power 
thority bill now before Congress 
from the R.F.C. 
oe 

A rate reduction is promised by { 
Los Angeles Bureau of Power x 
Light, to be effective May 1. The; 
duction will affect all of oy 
tomers. 


classes 


* * * 


Robert M. Campbell, formerly assig 
ant manager of the Westingho 
agency and specialty division in Q 
land, California, becomes manager 
that division for the district, with he 
quarters in San Francisco; Frank } 
dine becomes manager of sales in 
Lake office of Westinghouse and W 
liam B. Bustard advances from a po 
tion on the Los Angeles sales for 
to be manager of sales in the § 
Diego area. 

* * * 


New president of the Portla 
(Ore.) Electric Club is Norman 
Hayes, sales manager of the Stu 
Electric Company of Portland. 


x* * * 


Lorenzo Richards, president 
general manager of the Boyle F 
ture Company of Ogden, Utah, bec: 
president of the National Retail 
ture Association in January of | 
year. 

* * . 


E. W. Brown, for ten years Sd 
Lake City district manager for t 
General Electric Appliance and M 
chandise Department has been tra 
ferred to Portland, Oregon, as repr 
sentative of the refrigeration depar 
ment. 


* * * 


New officers of the Electrical Leagu 
of Utah for the coming year 
headed by G. Wayne Stillman, | 
president and general manager 
Radio Studios, Inc., as president. \ 
president is Edward J. Dugg: 
Wesco, with Ora Barlow as secretar 
treasurer. Elias J. Strong continues 4 
manager of the League. On the boat 
of trustees are H. W. Eskuche 
Western Supply Company, W. 
Widdison, Z.C.M.I., and Will O. Sn 


of the G. E. Supply Corporation. 
e € « 


On the theory that every 
needs at least two radios, the Powe 
Furniture Company of Portland, Or 
gon recently ran a three-in-one 
combining a Philco console set an 
portable and throwing in an elects 
clock, all for the original price of! 
console, $109.50 


Speed Queens in the Army 


es 


, oe 
y, ' 


iL 


2: ! 
. on 
: 


x 
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oR Tae ag 


“Femme de guerre” are barred from Camp Beauregard, yet two Speed Queens 
from Ripon had no trouble getting past the sentries. The two Queens were wash- 
ers which the Barlow & Seelig Mfg. Co. gave the Ripon detachment of the 127th 
Infantry when the boys left for a year's active duty with the Wisconsin National 
Guard units at Camp Beauregard. A number of the Ripon guardsmen were em- 


ployees of the Speed Queen concern. 
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and. 

sident odirect the handling of the rapidly ex- 

_? panding business of the Crosley Corpo- 

etail ration in South America, Maurice L. C. 

iry of Rutlidge sailed for Rio de Janeiro, 
, Brazil, recently to establish a Crosley re- 

gional headquarters in the southern con- 

ee tinent. He will direct and enlarge the 

Ro eay >A “4M sles distribution of Crosley radios, re- 
and Meg tigerators, ranges and washers through 

been trang Crosley distributors in all South Amer- 

|, as repramican countries. 

ion de 

ical Leagu hat an electric refrigerator makes a 


year a d valentine was the suggestion ot 


Iman, 1 Howell Electric Company of Reno 

anager early February advertising. 

ident. \ 

Dugegar se 8 

| Secretarial Boise, Idaho has a new appliance 

Ontinues Hore, known as the Wilson-Bates Ap- 

| the bowfhiance Company, of which E. E. 

“oe Vhite is owner and manager. 

y, 

ll O. Sn . +s 2 

cee Idaho is famous for potatoes and so 
tis appropriate that it should be Idaho 

oe at reports fifty or more electric 

he Power Hato pilers now in use in the Twin 

‘land, Or alls-Aberdeen_ territory. The equip- 

r-one saq@eeat will pile 220 sacks of potatoes to 

set and ae height of 12 ft. in ten minutes and 

an electra OPerated by a 1-hp. motor. 

rice of! x * * 


Stoker sales in the Idaho territory 
turing 1940 were 25 per cent higher 
an for the previous year, while elec- 

refrigerators were up 77 per cent, 
iccording to a recent summary of last 
tar’s activities by the Electrical 
Equipment Sales Association of Idaho. 
Vealers were responsible for 92 per 
cent of all appliance selling, 8 per cent 
going through power company chan- 
nels. Plans for the coming year set 
tven higher quotas, with dealers ex- 
pected to handle 94 per cent of the 
volume. 

















* * * 


“Your Favorite Electrical Dealer 
Will Tell You,” starts a recent ad of 
Seattle’s City Light, “why demand is 
"sing for all-electric equipment.” One 
ot the major reasons cited, of course, 
8 the lower rate available for homes 
which have hot water service as well 
% cooking on the electric lines. 





* * *& 


— © A General Electric model home was 
—- recently opened in Seattle, Washing- 
weens ‘on in the Putnam Park district. 
wasn- \ange, refrigerator, dishwasher, steel 
127th ‘abinets, water heater and adequate 
tional Wiring were special features empha- 
e em: ‘zed in announcements by builders 


ind by the Rhodes department store, 
which helped to sponsor the event. 
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hiCiUb6G, CONQUER RUST 


BONDERIZING 
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_ NEW Crosley refrigerator is designed 
not only for today but also for the day 
after tomorrow. Extra space for both food 
and drink provided by the Super Shelvador 
brings “twice as much food to the front.” 


With new convenience features and ad- 
vanced styling, Crosley stresses not only the 
need of the refrigerator buyer but provides 


new sales appeal as an aid to those who sell it. 


Assuring finish dependability and lasting 
beauty, in keeping with Crosley long-lived 
mechanical efficiency, Crosley continues 
Bonderizing in the finishing system. Bonder- 
izing and baked enamel assures double pro- 
tection for the cabinets. Years of trouble-free 
service has proven the efficiency of Bonderiz- 


ing for rust prevention and finish adhesion. 


PARKER RUST PROOF COMPANY 


2164 E. Milwaukee Ave. Detroit, Michigan 


























































The Quality Chime Line That Has Everything 


BEVERLY—A 4-note 
chime at $9.95. A valve 
never before offered for 
less than $20.00. 


WINDSOR —2 notes 
front—1 note rear. Brushed 
brass resonotor tubes with 
ivory plastic housing. A 
fast seller ot $3.95. 






CAMBRIDGE “3" CAMBRIDGE “4" EMBASSY — 6 AMBASSADOR—8 

















—Three notes front —four notes front notes front door... notes front door... 
door! note recr. door—! note rear. 2 notes recor, plus 2 notes rear, plus 
Beautiful plastic Beautiful plastic single note maid's single note maid's 





















call. Rich lastic 
housing. Ni light 
with cord poll switch. 
The finest in chimes 


ot $29.50 


housing brushed 
brass tubes. Exclu- 
sive Rittenhouse 
Sealed Timer 

Moderately priced 
ot $14.95. 


coll. Rich plastic 
housing. Night light 
with cord pull switch. 
The finest in chimes 


ot $25.00. 


housing brushed 
bross tubes. Exclu- 
sive Rittenhouse 
Sealed Timer.” 
Moderately priced 
at $19.95. 
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POWERFUL NATIONAL ADVERTISING 
IN THESE MAGAZINES PAYS OFF FOR YOU! 
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SALES OF ay WATER SYSTEMS 
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1940 


“1939 1940 


1937 1938 


Electric Water Systems Council Announces 
1941 Promotional Program; Predicts Big Sale 


Goal of 250,000 Units a 
Year Reached in 1940 


NEW YORK—Five years ago the 
members of the Electric Water Sys- 
tems Council set as their goal the sale 


of 250,000 
year. 

This goal was attained in 1940 when 
sales for the year exceeded 250,000 
units. 

It was at a meeting of the Electric 
Water Systems Council in 1935 that 
the objective of 250,000 water systems 
a year was set up. At that time the 
Council, as a cooperative promotional 


electric water systems a 


agency consisting of manufacturers 
and the Edison Electric Institute, had 
been in existence for two years. 

The sale of 250,000 electric water 
systems in 1940, therefore, marks the 
culmination of seven years of joint 
effort on the part of manufacturers 
and power companies. 


Sales in 1941 are expected to exceed 
those in 1940 and the current year is 
expected to set a new all-time high in 
the sale and installation of water 
systems. 

Full credit for the steady advance in 
water system sales is given to those 
aggressive distributors and_ dealers 
who have cooperated in the promo- 
tional program of the Council. Deal- 
ers, particularly, have profited greatly 
not only by the sale and installation 
of water systems but also by the sale 
of additional equipment such as plumb- 


18 


ing fixtures, water heaters, water 
softeners, laundry equipment, pipe, 
valves, fittings, and septic tanks. 

Much credit for the year by year 


gain in water system sales, the Council 
feels is due to employees of power 
companies, particularly those in charge 
of rural service and dealer cooperation 
departments. Through the cooperation 
of the power companies, the names of 
thousands of prospects for water 
tems have been turned over to dealers. 

An average of 50,000 copies of a 
sales manual for dealers has been 
distributed annually in recent years by 
manufacturers who participated in the 
counci program. Power companies 
have mailed circulars describing the 
advantages of running water to old 
and new meter connections. A _ 15- 
minute motion picture film, “Life in 
the Country,” was produced and has 
been seen by hundreds of thousands 
of farm families. 

The cooperative promotion 
work of the Council has been paral- 
leled by improvements in the engineer- 
ing of pumps. The electric water 
systems now offered to the purchaser 
are far superior in design, durability, 
efficiency, and economy to the units 
available in 1935 when the Council 
first announced its goal of 250,000 

| electric water systems a year. 


SvVs- 


] s 


sales 


MARCH, 


is the introduc 
tion of entirely new types of pum 
as for instance the jet type. At th 
present time the monthly gain in t 

sale of jet pumps exceeds proporti 

ately that of any other type. 

Coincidental with the review of it 
activities over a five-year period, 
Council announces a new and alia 
program for the assistance of dealer 
and distributors in 1941. 

For two years the best engineering 
minds in the electric water system i 
dustry have “rene engaged in the writ/ 
ing of a comprehensive _ technical 
manual on pumps. The manual is now 
in type and will shortly be available 
for distribution to dealers. All manv- 
facturers participating in the activitie 
of the Council will make an adequa 


Equally significant 


number of copies available to thei 
distributors who in turn will plac 
copies of the manual in the hands « 
dealers. 


Several thousand copies will be sent 
to schools and colleges of agriculture, 
engineering schools, and_ vocational! 
schools. Inasmuch as the manual pro- 
vides such a thorough and compre 
hensive treatment of the entire subject 
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of pumps, it is expected that the vol- 
ume will be widely used as a textbook 

Other features of the 1941 
tional campaign of the Council includ 


a new dealer sales manual and a new 
booklet for the consumer. The latter, 
illustrated in novel caricature style 


will emphasize the advantages of run- 


ning water on the farmstead. 


Thus all indications point to profit- 
dealers 


able business for aggressive 
who are alert to the innumerable sales 


possibilities on the farm as well as i 


the rapidly growing residential area 
“beyond the water mains” on the ou 
skirts of cities, large and small. 





$300 IN PRIZES ON 


WATER SYSTEM PROMO- 


TION ANNOUNCED 


NEW YORK—A total of $300.00 
cash prizes will be awarded to Ru 
Service Departments of operating util 
ties by the Electric Water Systems Cou 
cil for best reports submitted 
promotion and sale of electric water sy 
tems. 

aed contest, 
held by the Council, is an 
the pes wa importance of the 
water systems market. Each yea 
systems sales set new -ords, as 
parison of the 1939 sales of 
units with the 250,000 estimated s:/es 
1940 shows. 

The contest 
interest in the 
encouraging 
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nal of promotion and sale, by offer- 
ng national recognition for merchan- 
jjsing ability, and by proving, as papers 
entered will show, that a water system 
almost always just the first of a 
series of profitable appliance sales. 

‘How We Promote and Sell Electric 
Water Systems” will be the subject of 
the reports. The total of $300 prize 
money consists of a First Award of $150, 
, Second Award of $75, Third Award of 
$50 and a Fourth Award of $25. 

Rural Service Departments of all pri- 
vate operating companies in the United 
States are eligible to enter. The con- 
test will run for six months, starting 
February Ist and closing July 31st, 1941. 

Reports will be judged on merit ratings 
as follows: comprehensiveness of sales 
and promotional activities, 60% ; 
ation with manufacturers and dealers, 
25% ; illustrative material, 10%; clarity 
ff presentation, 5%. 

For details on this new contest, ad- 
iress the Electric Water Systems Coun- 
il. 420 Lexington Avenue, New York 

a 


cooper- 


Sixty per cent more tank-type elec- 
tric water heaters were sold by Seat- 
tle’s City Light department, during 
1940, according to latest figures given 
ut by P. C. Spowart, sales manager. 
Electric ranges to the number of 5,187 
were sold, bringing the total number 
f ranges in Seattle on City Light 
ines to more than 41,000. Rather more 
than one in eight of these homes has 
also an automatic electric storage 
water heater 


Something New In 
Ironing Boards 





There's 12 per cent more surface and a 


special sleeve ironer on this new ironing 
board of the Brewer-Tichenor Corp., 
Cortland, N. Y. The sleeve board allows 
barrel" ironing and speeds up the iron- 
ing process, maker claims. It lists at 


$4.95. 








one of your best 


sales-points? 








Ceanuiness is mighty important to a 
washing-machine tub, as you know. Its job 
is to wash clothes clean. That’s why a porce- 
lain enamel finish, inside and out, is so 
practical. It is glossy smooth, easy to clean, 
and to keep clean and sanitary. 

Porcelain enamel is the most durable of 
all finishes. It is a true mineral substance 
fused to a special iron (in many cases 
Armco Ingot Iron) at about 1550°F. Its 
high-luster surface is lastingly beautiful 
and so hard that metal fasteners on clothing 
cannot scratch it. It is not affected by heat, 
soap or washing compounds. 

When you can show the famous ARMCO 
trademark — advertised nationally for 27 
years — your prospect will be still further 


Are you overlooking 





It means that the porcelain 
enamel has been fused to Armco Ingot 
Iron, more widely used for this exacting 


impressed. 


purpose than any other metal. 

Write for a free copy of that useful book- 
let, “Selling Points on Porcelain Enamel.” 
And when you order washing machines 
with tubs made of Armco Ingot Iron, ask 
the manufacturer to attach the familiar 
ArRMCO label; so you can have the benefit 
of this tested talking point. The American 
Rolling Mill Company, 850 cia aa 


Curtis St., Middletown, Ohio. (s 
* 






* 


4, > 
NGoT 12 





ELECTRICAL MERCHANDISING—MARCH, 1941 


PAGE 83 
































































“ . 7 
L1e tusists 














| 





NEW DISTRIBUTORS 
APPOINTED BY MANUFACTURERS 


GIBSON ELECTRIC REFRIGERATOR 
CORPORATION 


Basler, Gibson general sales man- 
ag announces the appointment, to han- 
dle Gibson refrigerators and electric 
ranges, of the following distributors— 
F. O. Carpenter & Son, Columbus, Ohio; 
I. Feldman Co., Providence, R. I.; Fargo 
Glass & Paint Co., Fargo, N. D.: Radio 
\ccessories, Omaha, Nebr.; Glasgow- 
Allison Co., Charlotte, N. C.; Graybar 


F. E. 


and cables, and 
terials. 

The Crescent Electric Supply Co., with 
offices in Sioux City, Iowa, and Sioux 
Falls, S. D., has been appointed a dis. 
tributor in the wholesale territories 
represented by those cities for the fol. 
lowing General Electric products: house. 
hold refrigerators, ranges, water heaters 
dishwashers, disposalls, unit  kitchey 
equipment, home laundry equipment 
cleaners, clocks, fans, heating devices 


insulating wiring ma. 


Electric Co., Inc., Atlanta, Ga.; McWil- | and radio. These territories were for. 
liams Hdwe. & Furn. Co., Inc., Long- | merly served in respect to major appli- 
view, Texas; The Otis Hidden Co., | ance lines by the General Electric Sup- 


Louisville, Ky. 


GENERAL ELECTRIC 


Hall Hardware Co., Minneapolis, has 


ply Corp. from Omaha and St. Pay 
which has now relinquished distribution 
responsibilities. 

The Chesapeake district of the Genera! 
Electric Supply Corp., with offices and 


Millio consumers ncluding NAMEL which takes and holds porce- — 

your lx customers, are learning to lain enamel better. It gives the product 

look for e U-S-S Label as an indica 1 smoother surface, impervious to heat 

tion of quality in steel products. Al ind stains Corporation Executives Study Co-operative Finance Plan 
ready lreds of manufacturers are Write in for full details of our new 

using these labels as an added sales sales promotion plan and how you can 

feature tor thei products You'll see tie in with it. Carnegie-Ilinois Steel 

more and more evidence of this during Corp., Advt. Dept., Pittsburgh, Pa. 





Manufacturers and utility executives, guests at a luncheon tendered by the 
Commercial Credit Corporation, listened with extreme interest to Mr. H. B. 
Hardwick, of Commonwealth & Southern, who outlined the principles and oper- 
ating program of the Economy Purchase Plan. This co-operative instalment finance 
arrangement is being sponsored by his companies, The Niagara Hudson Power 
Corporation group in collaboration with over one hundred manufacturers and 
commercial credit corporations. Hardwick pointed out that the increased popular- 








‘ i warehouses in Washington, Baltimor Gro 
= pte Ad het ne te been appointed a distributor for General and Wilmington, has assumed responsi- and 
\ ° . : Electric fans, and will continue as a | bility for the wholesale distribution in dent 
aA OWL VLC 2/10 tie distributor for cleaners, clocks, heating | the Wilmington area for the following - 
. devices, and wiring materials. G-E products: household refrigerators ove 
= ae evice in \ I : I I 1 | gera 
F - Hibbard, Spencer, Bartlett and Co., | ranges, water heaters, dishwashers, dis- Pane 
= Sih USS Vy), / (mama Chicago, has been appointed a distributor | posalls, unit kitchen equipment, home petu 
j WDE. for G-E fans, and will continue to dis- | laundry equipment, and radio, it is an- to 
tribute clocks and heating devices. nounced by the G-E appliance and radi 
Eoff Electric Co., Salem, Ore., has been | merchandise department, Bridgeport 
VBI eee oes biel , appointed a distributor for G-E fans, and | Conn. This area was formerly served ir 
Vi \Y BE your custome ea little the coming months will continue to distribute cleaners, | respect to radio by the G.E. Supply 
- ‘ IVETESsive in depicted by Which would you rather sell—prod- clocks, heating devices, Deltabeston wires | Corp. of Philadelphia, and for the other 
Gluyas Williams. the famous cartoon ucts that are well-known to the public and cables, insulating materials, and wir- | appliances by Judson C. Burns, Inc, 
st ev still like to know what or unknown products that have to be ing materials. . . > Philadelphia. . — , ' 0! 
sk sia i ; ‘ L. Luria and Son Inc., New York; and The West Virginia Appliance Co., of  kansa 
hey re y. This illustration is defended? Everyone knows the U-S-S Boas Hatowski and Sons, Ltd., Chicago, | Wheeling, has discontinued wholesale ior 
Senn thee of the new 1941 national Label. Your salesmen will find it helps have been appointed distributors for G-E distribution of G-E refrigerators, ranges, fans, 
nalian aon promoting the U-S-S them make more sales heating devices. | water heaters, kitchen equipment, home will « 
ale ates largest advertising When a porcelain enamel product —e yr ets ore oe a laundry equipment, cleaners, clocks, fans rang’ 
- ayes ue nee peat seienks iiaks Sebi tiedl lies om teatinaahon ll., has ¢ iscontinued who esa € distribu- radio, and heating devices, and this ter- nosal 
cam} rade-marke teel prod irs t ‘ naica . tion of G-E automotive products, but will ritory will henceforth be served, except ment 
ucts ever undertaken, and appears in that the manufacturer has used a spe- continue to distribute cleaners, clocks, for clocks, fans, and heating devices by 
America’s mé dely read magazines cial base metal called U-S-S Vrrre- fans, heating devices, Deltabeston wires | the Ochiltree Electric Co., of Pittsburg! 

























tril 
, , ity of this plan with utility customers and dealers had made it possible to affect ( 
ee ep ee continual reductions in charges to the public. Supplementing the Commonwealth me 
that lies beneath the porcelain. They label their & Southern executive's statement was an announcement by H. T. McCann, of the an 
products with the U-S:S Vitrenamet Seal, symbol Commercial Credit Corporation, emphasizing a further reduction in finance tr 
of the finest enameling base metal, evidence of ; P P 9 nO 
Superior craftsmanship rates. > | 
Left to right: Seated—E. J. Fitzgerald, Niagara Hudson Power Corp.; R. S. to 
- —— : - armen - Bell and H. B. Hardwick, Commonwealth & Southern Corp.; C. G. Smith, Genera! yr 
3 > > ' cl 
CARNEGIE-ILLINOIS STEEL CORPORATION Electric Co., Cleveland; James Morell, Niagara Hudson Power Corp. Left to ch 
Pittsburgh and Chicago right: Standing—Ray Fox, General Motors Acceptance Corp.; J. C. Saur, Gen- of 
Columbie Stee! Co eS Se eral Electric Contracts Corp.; D. R. Loring, Commercial Credit Corporation; F. la 

vs United Seaten Eeoed Bapess Gomonnn. New York ee O. Pansing, Frigidaire Corp., Dayton; John Park, Norge, Detroit; G. T. Dunklin, 
Westinghouse Electric & Manufacturing Co., Mansfield; W. H. Crawford, Com- de 
mercial Credit Corp.; H. T. McCann, Commercial Credit Corp.; F. M. Lynch, " 
Niagara Hudson Power Corp.; R. B. Crean, National Electric Mfrs. Assoc.; T. O. ‘ 
McDavid, Commercial Credit Corp.; G. W. Hart, Ebasco Services, Inc. a 
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Comparing Favors | 





Grover Whalen of World's Fair fame 
and Gerard Swope, retired G-E presi- 
dent, compare their G-E portable radios 
given as dinner favors at the Second 
Panel Sheriff's Jury, an organization per- 
petuated since 1665 and often compared 
to the famous Gridiron dinners. 552 
radios in all were given away. 





O'Bannon Brothers, Little Rock, Ar- 

kansas, have been appointed distributors 
y General Electric cleaners, clocks, 
jans, heating devices, and sunlamps, and 
ill continue to handle G-E refrigerators, 
ranges, water heaters, dishwashers, dis- 
posalls, and kitchen and laundry equip- 
ment. 


UNIVERSAL 


Landers, Frary & Clark, manufacturers 
f Universal electric appliances, announce 
appointment of the following new dis- 
tributors : 

Major Appliances, Inc., Miami, Florida 
with branch offices in Tampa, Orlando, 
and Jacksonville as distributors of ranges, 
water heaters, and vacuum cleaners. 

Graybar Electric Company, Inc., Roch- 
ester, New York as distributors of ranges 
and water heaters. 

Beardsley & McMullen Company, 
Sioux City, Iowa as distributors of 
vacuum cleaners and home laundry equip- 
ment. 

Ogilvie Hardware Company, Shreve- 
port, Louisiana as distributors vacuum 
leaners. 

Artophone Corporation, St. Louis, Mis- 
souri as distributors of cylinder type 
vacuum cleaners. 

Buhl & Company, Grand Rapids, Mich- 
gan as distributors of home laundry 
equipment in the Grand Rapids area. 

Schoellkopf Company, Dallas, Texas 
as distributors of home laundry equip- 
ment. 

Morley-Murphy Company, Green Bay, 
and Milwaukee, Wisconsin as distributors 
{ home laundry equipment. 

Electrical Equipment Company, Phoe- 
nx and Tucson, Arizona, as distributors 
{home laundry equipment. 

955 Inc., Little Rock, Arkansas, as dis- 
tributors of home laundry equipment. 

Graybar Electric Company Inc., Rich- 
mond and Roanoke, Virginia and Durham 
and Asheville, North Carolina as dis- 
tributors of ranges, water heaters, and 
ome laundry equipment. 

Graybar Electric Company Inc., Bos- 
ton, Worcester and Springfield, Massa- 
chusetts and Portland, Maine, and Man- 
hester, New Hampshire as distributors 
ol ranges, water heaters, and home 
aundry equipment. 

Graybar Electric Company, Inc., Provi- 
lence, R. I., as exclusive distributors of 
Washers in the Rhode Island area. 

Meetings are now being conducted 
with these distributors on the new Uni- 
trsal_ merchandise. 


o 


f 
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A new G-E Kitchen Clock for wall or shelf. An exceptional G-E Alarm Clock value. Lu- 
Stainless metal trimmings. Many quality fea- minous dial and hands, and many other high- 
tures at a new low price! Full mark-up. priced features! Full mark-up. 


PLUS | 


POINT OF SALE DISPLAYS —- FREE! NATIONAL MAGAZINE ADVERTISING 





Dramatic full eke yovve alevagt we 


PRICED MUCH LOWER Th 


page advertise- 
ments will feature 
these Special 
Models in Satur- 
day Evening Post, 
inn Bivete. March 15th, and 
Look, March 11th! 





Colorful, sales-stimulating displays for 
window and counter which identify your 
store as the place to buy! Free! 


\ a: LEP EQUAIS.. ._ real 














HOW TO CASH IN! 


Your local General Electric Clock 
Wholesaler has a money-making deal to 
offer you on these Special Models. Phone, 
wire or write him — today —as the bar- 
gain prices will apply only so long as 
quantities last. To cash in, act now! 
CLOCK SALES, GENERAL ELECTRIC 
COMPANY, BRIDGEPORT, CONN. 





GENERAL (4 ELECTRIC 
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Two Specials Offered 
in Westinghouse 
Spring Cleaner Drive 


EAST SPRINGFIELD, MASS.—West- 
making two special vacuum 
cleaner sales offers for spring and sum- 
mer activity, George E. Wagner, man- 
ager of the Vacuum Cleaner Section of 
the Company's Appliance Department, 
East Springfield, Mass., announced. 

One of the offers is on a new cylinder- 
type cleaner and the other is on the lead- 
ing model of the Westinghouse line—the 
iptain, a motor-driven brush type 
leaner with self-adjusting nozzle. 

[he introductory offer on the new 

linder cleaner, which normally will 
etail for $49.95, is a $10 trade-in allow 
d 


Ingnouse 1s 


(a 


ince, dealers getting full discount on the 
$39.95 This cleaner, know as the 
Champion Home Cleaning Service, is in 


two-tone brown to match the other units 
- 


the Westinghouse line. The price in 
ludes a full set of 





cleaning tools which 























m b make it possible for the cleaner to pet 
form all the different cleaning jobs in the 
ymie 
Captain Combination 
The Captain sales nbination is a 
et 1-orne tte valued at $58.90 but 
ed at $49.95 It includes the Captain, 
gularly Id for $39.95, and the Floor 
iser, the exclusive Westinghouse 
¢ leaner egularly p ed $18 } 
( in elect cart 
efu ght duty " 
nbs and ashes The 
umn " ed n its frame and 
ed asa and Va 
With initial lers on the combinations, 
A splays are available free and 
splay stands are offered at a fraction 
6 E ~ ther st These fit into small floor 


ace, yet provide ample display room 


pb AYE SIR! onsumer interests and help simplify 
lemonstrations Promotional material, 
Vy A L UJ luding consumer folders and specifica 
t sheets, accompany the displays 
pave SIR! 


“PROFIT 


” Special Offer 





vicTto 


\} ‘M 
MIRACLE BRE 7 EZE 








You owe it to your cash register to see 
the new beauty line of Victor Fans. 
Sales appeal, built in by one of 
America’s foremost designers — modern 
construction features fashioned by 
Victor engineers. 6 new table models, 
4 of them with the exclusive Flexaire 
Breeze Director. Write today for new 


catalog and full details. 


VICTOR ELECTRIC PRODUCTS, Inc. 


Dept. J-1103 2950 Robertson Ave. Cincinnati, O. Westinghouse's new cylinder cleaner, the 


Champion, is scheduled to retail for 
$49.95, but the introductory offer during 
the spring and summer will include a 
$10 trade-in allowance, with dealers 
getting full discount on the $39.95 A 
complete set of cleaning tools is included 
in the special price. 


ASK YOUR JOBBER 
Wrtte today 


MARCH, 








MKB's Range Advertising 


Another surtch lo swilthes 
BRINGS ANOTHER AGE OF EASE 
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SIGGEST YEAR IM HISTORY FOR 


ELECTRIC RANGES 
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The Modern Kitchen Bureau's spring 
range campaign will be nationally ad- 
vertised in five leading women's maga- 
zines—Ladies Home Journal, 
Home Companion, Good Housekeeping 
Better Homes and Gardens and Mc- 
Call's. Above is a sample of the copy 
to appear, some in color, for a total of 
22 insertions. 


Woman's 


Globe American Earnings 


Globe American ( poration, Kokor 
Indiana, reports net sales of $2,010,12 
for the 1940 fiscal year against $1,565,84- 
for the previous year.’ Surplus increas 
from $324,953 to $411,781 during 
same period. 

Net earnings for the fiscal year ending 
November 30, 1940, were $113,664, aft 
Federal taxes, equal to 90c per shar 
on common stock outstanding. <A di 
dend of five and one-quarter percent ha: 
been declared on preferred stock payabl 
March Ist to stockholders of record Ft 
ruary 15, 1941. This brings all div 
dends up to date on 7% accumulati 
preferred stock, including the first quar 
ter of 1941. 
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NORGE DIVISION BORG-WARNER CORP. DETROIT, MICHIGAN 
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ROLLATOR COMMERCIAL GAS ELECTRIC HOME 


RO-TA-TOR WASHERS A ’ramuy oF propucts—For YEAR "ROUND PROFITS 
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“What a Vacation We'll Have Philco Develops New ee 
This Year!” 










re. 
nducte 
nce the 
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‘GET | 


Frazier Hunt, Philco's news commentator, is shown here creating a new television 
technique. Hunt designed the program experimentally to make the most effec. 
tive use of audio and video channels, blending both voice and visual features so 


| they did not clash. Thus talks may be dramatized with charts, maps, etc. VARRE 
| eel Di 
yrporat 
| ented it 
| led “G 
| ) COT 
| FOR YOUR INFORMATION the | 
lvertise 
er Hom 
jome, 
dies I 
Dealer 
To fill lighting needs of new indus- | pany, secretary-treasurer. Marc —_ 
trial plants engaged in national defense | Bluth was reappointed manager of : 4 Y 
work. Westinghouse will build im- | Association, which is a retail organiza endl 
| mediately at Fairmont, W. Va., the | tion of Chicago sales agencies. aren 
largest plant in the world devoted er 
ager . zi ee © kitche 
exclusively to the manufacture of | Res a 
fluorescent lamps, at a cost of $3,000,- | W. F. Allen of Nashville, Tennessee ‘one 
000, David S. Youngholm, vice-presi- | long prominent in the stove industr age : 
dent, announced recently. The new | is retiring from the Allen Manufactur PS de 
plant will be windowless and adapted | ing Company. Mr. Allen has originate oly 
ES, with his extra commissions, they’re going to have a real time for complete blackout in emergency. | a new type of coal burning heater wit A+ 
: 7 , From 800 to 1000 workrs will be em- | many unusual features and will devot oe th 
this summer. Lucky ? No—he tried a new way to close appliance ployed, and operation is scheduled to | his time to the manufacture and s vas 
sales. He learned that some sales can be more readily clinched by | ¢8'” i” July. ie | . oe ° yaw sg ducati 
. - : ~__mevork W 
telling prospects that his appliances are equipped with G-E motors. | Allen heads the Kol-Gas Heater Cong” 
January sales of Schick Dry Shaver, pany organized to manufacture ag’: rt 
People know they can depend on G-E motors. Inc., were double those of the same | distribute this new product. ~ ia 


month last year, it was revealed by 
Kenneth C. Gifford, vice_president in 
charge of sales. As an encore to the successful ser 
of recorded five-minute radio progra 
made available in connection with ho 
Announcement has been made by the | day appliance promotions, Gener 
| National Adequate Wiring Bureau of | Electric has now prepared a 
the appointment of Victor R. Despard, | musical series of programs for dist! 
vice president of Pass & Seymour, | bution to stations throughout : 
| 


* * * 





















1. When a sale is in the balance, you can 
tip it your way by pointing out to your 
prospects that your appliance is equipped 
with a G-E motor. 


* * * 





2. There’s a preference for G-E motors. Inc., to the Executive Committee. country, all in the interests of “G- 

















| the Farm”. Commercials will urge th 

When 10,000 motor buyers were asked, * * * farmer to wo to his nearest G- E eale 

“ Taking into consideration quality, price, = The Standard Electrical Products | and obtain a copy of the new Genera 

sale | Co., formerly of St. Paul, Minn., has | Electric farm catalog, containin 

and service, when you are again in the 55% id: | moved to its new and larger factory | everything the company makes for th 

market for motors and control, which sala: | and offices at 417—Ist Ave., North, | farmer, complete with prices. Dealer 

, Minneapolis, Minn. may contact distributors in their term 

manufacturer will you ask for quota- “General Electric’ | | tories for details regarding the radi 
tions?’’, 55 per cent named General Elec- ——T eats a spots. ‘ 

; : : eb. . a 0. of Marinette, ; 

tric as their first choice. | here anes nae the enter ag P . “ ws , s 
lardware Company of Menominee, | A new type of advertising, describe % 
THESE MOTORS WILL HELP YOU SELL Michigan, as of Dec. 1, dealers in | as a eaialans to the buyer, is bem , 
hardware, plumbing, heating and home | introduced by the Westinghouse Met % 


| appliances. They are contemplating on | chandising Division, Mansfield, Ohio. 
If your machines aren’t equipped opening stores in other cities in the | The advertisements, which are & 
near future. rected at department store salespeop!4 
rather than executives, will conta! 
-« ee a . . ‘ ha 
useful hints on increasing sales. 
The Midwest Stoker Association at | object, according to Roger H. Boli 
| its Annual Meeting held in Chicago | Merchandising Division advertising 
features of these motors, just call on January 28th elected its officers for | manager, is to provide salespeop 
i | 1941 and took a rosy view of business | with the kind of information whit 

Wemmetis tins the nearest G-E office. General | prospects for future months. Mount | they and consumers want. 

tor parts for Electric Co., Schenectady, N. Y. Burns, manager of the C hicago Retail 

refrigeretors Stoker Division of the Link-Belt Com- 
pany, was chosen president to succeed Production schedules in the 14¢ 
L. G. Briggs. Other officers re-elected | and_ refrigeration divisions rt 


with G-E motors, it will pay youto | 


specify them. Or, if you first want | 


to know more about the superior 





* * * 


The | 
grour 





were E. M. May, Chicago Branch | Crosley Corporation have been steP?"HM bott, 
—~ Manager of the Combustioneer Divi- | up to meet increased consumer ce steril: 
GENERAL ( ELECTRIC sion of Steel Products Engineering | mand, resulting in an increase of /"ER gy, 
\Z9) Company, vice president, and E. W per cent in refrigerator sales and # 2 $5 
Jones, office manager in Chicago for | increase of 86 per cent in radio s4* 
‘s | the Iron Fireman Manufacturing Com- | in January, 1941, over January, +” 
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to Robert I Petrie, vice 
t and general sales manager 
Crosley Corporation 


x* * * 


Decatur Pump Company, makers of 

irl leep and shallow well water 

reports a 43% increase in 

stem sales for 1940 over 1939. 

1941 was the largest single 

n both dollar volume and unit 

the history of the company, 

January 1940, the largest 
month, by 89% 


a + « 


The Blount Electric Company, Me- 
an, N. Y., one of the oldest retail 
nr in this area, has been 
Elmer Taylor of Kenmore, 

» operates a similar busin 
business here had been 
by Mrs. William H. Blount 


» death of her husband a year 


vision ‘GET IT DONE IN "41" 
SAYS NEW YPS FOLIO 


EN, OHI1O—Youngstown Pressed 

ision of Mullins Manufacturing 

tion, Warren, Ohio, has just pre- 

it’s dealers with a portfolio en- 

Get It Done in 41.” The port- 

tains the merchandising set-up 

he current year, including national 

ertisements which will appear in Bet- 

Homes and Gardens, The American 

Good Housekeeping, and the 

lies Home Journal, and trade papers. 

ealer helps include “Kitchen Mer- 

ndiser”, a dealer publication, catalog 

| folders, newspaper mats and the 
el YPS Min-A-Kitchen. 

ound slide films will be used for 

n planning and demonstration work 

itchen merchandising 

almost a year the YPS has con- 

ted a factory training school, which 

s proven very successful in showing 

lealers how the cabinets are made, 

inspected. A large part of the 

s school is devoted to actual 

planning and round table con- 

s directed by A. D. Corey, Sales 

Dir r During 1941 this 

be extended and trained in- 

the aid of films, manuals, 

train dealers and sales 

the United States. 


“enness 
indust 

anuta 

origi 


l urge t 
3-E deale 


—and their preference for Chromel is 
based on the alloy’s fine reputation for 
quality, maintained throughout the years. 
The device maker has learned that Chro- 
mel is not an in-and-outer, but reliably 
good all the time. So naturally you prefer 


Chromel, too. 


The baby display fixture, seen in back- 
ground, comes free to dealers ordering 


bar seane rate cob cociing be HOSKINS MANUFACTURING CO., DETROIT, MICHIGAN 


$26.35. The display is in colors and has 
* $5 value. 
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666,225 installed . . . saturation only 
7.5% ... industry sales up 55% in 
1940 . . . new Link-Belt sell-up plan 
for “41. 


More and more electrical appliance dealers and dis- 
tributors are adding stokers, for these important 
reasons: 


—Stokers are a mgr electric appliance, with a total 
of 666.225 installed, yet with a saturation of only 
7.5%. 

—The stoker season (July to November) is a perfect 
complement to other electrical appliance sales 
seasons. 


—The bugs have long been worked out of stoker 
design and sales methods. 


—Stokers help acquire and keep an efficient sales 
force because salesmen can make more money. 


LINK-BELT has THE «ger- 
chandising setup on te WE HAVE A 
for 1941. A sell-up line of quality “SELL-UP”’ 
models, starting from $159.50 PROPOSITION 
FOB Chicago, backed by hard- on BOTH 
hitting sales promotion and ad- 
vertising. There is still room to BITUMINOUS 
get in on the ground floor of and 
this fast growing. profitable ANTHRACITE 
field. Wire or send coupon for 

details. STOKERS 














KBE COMPANY. 


LINK-BELT COMPAN 
2410 W. 18th Street, Chicago, Illinois i 


| Please send me details of your stoker dealer sales plan. 


| NAME 


i COMPANY . — 


ADORESS 


as WETEIIOS ntieeenenntenh i 





Mail this coupon. for 







EASIER SALES...GREATER PROFITS! 
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Two Prize Water 


MKB ANNOUNCES 
PRIZE WINNERS 


Water Heater Window Display 
Contest 


NEW YORK—The Modern Kitchen 
Sureau has just announced the win- 
ners in the Fall 1940 Electric Water 
Heater Window Display Contest. Cash 
prizes have been awarded to the fol 
lowing: 

First Prize: C. M. Griffin, Ohio Edi- 
son Company Youngstown, Ohio 

Second Prize: C. P. Tombras, Knox- 
ville Electric Power & Water Board, 
Knoxville, Tennessee. 

Ten additional 
nounced, as follows 


awards are an 


J. W. Bremmer, Northwestern Elec 
tric Company, Portland, Oregon; J. C 
Allen, New Jersey Power & Light 
Company, Dover, N. J.; Earl Skid 
more, Idaho Power Company, Twin 
Falls, Idaho; C. B. Wall, East Ten 
Light & Power Company, 
Elizabethton, Tenn.; W. J. Bray, Jen- 
nings Furniture Company, Portland, 
Oregon; John Harvey, Boston Edison 
Company, Boston, Mass.; R. E. An 
derson, Minnesota Power & Light 
Company, Duluth, Minn.; R. C. Knapp, 
The Ohio Power Company, Steuben- 
ville, Ohio; S. R. Wilson, Florida 
Power & Light Company, Miami, 
Florida; C. F. Warmoll, Public Serv- 
ice Company of Colorado, Denver, 
Colo. 


nessce 


Judges in the contest were Bernard 
Green, Treasurer, Ivel Displays, New 
York City; G. M. Rowland, Vice 
President, Gardner Displays, Pitts- 
burgh, Pennsylvania; W. A. Powers, 
Director of Displays, The Ralph H. 
Jones Company, New York City. 

The window display contest contin- 
ues through 1941 with two events, 
Spring and Fall. Details on the Spring 
Display Contest have been mailed to 
utilities and dealers, in a special kit 
made up for the water heater cam- 
paign. Separate broadsides on the con- 
test, known as “Jubilee Jackpot,” are 
available at no cost by writing to The 
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| First prize won by C. M. Griffin, Ohio 


| as the “Third Step” to an all-elect’ 


| return postpaid card which 
| more information. 







Heater Displays 


son Company, Youngstown, with this tim 
action display. The eyes of the "soldie 
heater roll from side to side and the rig 
arm comes up in a salute. Second pr 
goes to Chas. P. Tombras, Knoxville Elect 
Power & Water Board, with this action d 
play in which the young man gets his ‘a 
washed. 


Modern Kitchen Bureau, 420 Le 
ton Ave., New York City 
In addition to the two window 
play contests, 1941 plans inclu 
floor display contest, with the s 
amount of prize cash to be awar 
z 


S. C. Edison 
Plugs "Third Step" 


LOS ANGELES—Stepping up 1a 
customers into the higher brackets wh 
use is the purpose of a special “ infl 
step electric water heater sale in ef 
during February and March by ‘9g Stat 
Southern California Edison Co. In* dea 
turn for the old water heater, the 
pany offers the range user choice Th 
$24.50 Thermador electric speed gr! ann 
with individual table or a $23./5 

versal electric mixer. Ta 

Three makes of 40-gal. water t to 

-Hotpoint, Westinghouse and 
dor—are featured.  Installatior 
in homes wired for ranges. ‘Terms 
low as $3.11 a month, with no down | 
ment, are offered. 

Dealers may extend identical tr 
allowances by purchasing the applia! 
through Edison offices at the utility co 
pany’s cost. Manufacturers and wW 
salers are cooperating fully in the pla! 

Prospects are advised of the in 


Wi 


‘ 4 ° ” 
attractive broadside mailed t 20," 
range customers who do not 1 watt 
heaters. Characterizing a water hea 


kitchen, the advertising piece ¢ ses 









=| Thanks to G-E— She'll Buy it from You! 


is action ¢ 
gets his fs 


G-E’s National Advertising Keeps On Telling Women By Millions to Buy Vacuum 
Cleaners At Dealers . . . Now Announces Big G-E Tank-Type Cleaner For Only $39.95 


EITHER 
OFFER 

Again G-E sponsors this nation- 

wide magazine campaign to divert 

vacuum cleaner profits to the place 

they belong — your pocket! 

Three out of 4 homes need a new 

cleaner — now. The question is — 
who will make these sales and profits? G-E is proud of its 
influence in changing the trend to dealers — proud to 
state that today every second cleaner will be sold through 
dealers like you. 
This year—to win you sales as never before — we 
announce our great Spring Special Offer. A full-size 
Tank-Type Cleaner, complete with attachments, similar 
to models that sold last year as high as $62.50 — now only 
$39.95. We are also featuring a $39.95 Floor Model plus 
4$16.95 Hand Cleaner—both for only $39.95. 
Cash in now on this advertising and this sales trend pi- 
oneered by G-E. Feature these sensational values. Get set 
with your G-E distributors to clean up on cleaners. 
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These Roasters Served 450 People! 





CHROMALOX 





THE ELECTRIC RANGE UNIT 
WITH GREATEST 


+00 ff sous 


CONTACT AREA 
more ranges! 








When Miss Grace E. Smith was elected president of the National Restaurant 
Association in Toledo recently, 450 people attended the dinner at the Com- 
modore Perry and ate prime ribs of beef served by the chefs from these four 











EDWIN L. WIEGAND CO., 


weore CONTACT 
COOKING SURFACE 


7525 Thomas Blvd., Pittsburgh, Pa. 















YOUR BEST 
PROFIT LINE 
FOR THIS 
SPRING AND 
SUMMER 


NITEAIR 
WINDOW 
FAN 





NITEAIR 
ATTIC FAN 
PACKAGE 
UNIT 





NITEAIR 


Lowest Prices in our 
Histo ry Here's a line of panel-type 


fans that you'll find hundreds of prospects 
for ...in homes, apartments, offices, stores, 
clubs, churches, etc. . . . among owners and 
tenants because of new portable features. 
Because there are NITEAIR Units which 
retail below $50, you can sell those with 
even modest budgets. A complete mer- 
chandising program helps you sell. Liberal 
discounts. Write for complete details today. 


Sof, THE LAU BLOWER CO. 


2018 HOME AVE. 
DAYTON, OHIO 





PANEL 
FAN 
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THERE'S A SALES ENGINEER NEAR YOU 


Everhot roasters near the head of the banquet hall. 
Their automatic thermostat control provides low warming 


market for roasters. 
temperatures to high pre-heating. 


That's what we call a new 








What Families Spend for 
Recreation and 
Automobiles 


INCE robbing Peter to pay Paul 

is the popular pastime in lower 
income groups, electrical dealers may 
be interested in knowing where money 
goes that might possibly be used to 
purchase appliances. A recent release 
by the Bureau of Labor Statistics, 
U. S. Department of Labor, gives the 


picture of what families at selected 
economic levels spent for recreation 
in 42 cities. The data was compiled 
during the years 1934 to 1936. Some 
14,469 families were studied. Here is 


what they disbursed per year for dif- 
ferent types of recreation: 
It has long been known by dealers 


that transportation is expensive 
cities, are a drain on the prospect’ 
income as certain as death and taxe: 
It is interesting to note that the surv: 
revealed that 17 per cent of the fan- 
ilies with a total unit expenditure 
under $200 owned cars and 71.4 pet 
cent of those with incomes from $1,))) 
to $1,100 possessed them. A _ famil 
with an income of $1,000 will spend 
around $342.92 on the purchase, oper- 
ation and maintenance of its car. 
family with an income of $600 to $7 
spent some $109.25 on a car. In addi- 
tion to this the $1,100 to $1,200 spe 
around $45.76 a year for street cat 
travel, $13.26 for bus and $6.61 to: 
taxi. Families with $500 to $600 1 
come spent $41.92 for street car 
$25.85 for bus, $6.00 for taxi 
$18.89 for bicycles. 


EXPENDITURES FOR RECREATION BY FAMILIES, AT SELECTED 
ECONOMIC LEVELS IN 42 CITIES COMBINED 


(Data cover 12 months within the period 1934-36) 


Families with total annual unit expenditure of— 


Newspapers, street 

Newspapers, home delivery 

Magazines . 

Books purchased (other than school texts) 
Books, borrowed from loan libraries. . 
Cigars 

Cigarettes 

Pipe tobacco 

Other tobacco 

Movies (adult admission) 

Movies (child admission) 

Plays and concerts 

Spectator sports 

Musical instruments 

Sheet music, records, rolls 

Radio purchase 

Radio upkeep. 

Camera, films, and photographic eae 
Athletic equipment and supplies 
Children's play equipment 
Pets (purchase and care) 
Recreational associations 
Entertaining in home. 
Entertaining out of home.. 


MARCH, 


$200 $500 $800 = $/, 100 


All to to to to 
Families $300 $600 $900 = $1,200 
$11.86 $9.02 $12.85 $14.07 $16 

11.46 10.13 11.87 12.80 12.7 


4.57 3.27 4.56 5.80 §.23 
7.40 5.24 8.42 6.49 8.9 


3.51 1.67 2.82 5.27 45 
17.61 14.00 18.91 22.09 22.28 
37.88 28.43 48.21 44.23 46! 
10.38 =—=-:10.35 10.89 12.33 8.0 
13.95 13.04 14.56 15.43 37. 
18.39 11.65 20.23 24.74 29. 

7.19 7.10 7.57 8.45 22 

5.57 1.96 5.34 7.03 9.78 

6.92 3.77 6.00 10.74 —-10.39 
45.60 27.20 38.57 115.50 64! 

3.27 2.70 3.21 3.57 3.58 
50.10 40.76 49.78 56.67 27.7 


4.24 3.26 4.47 4.81 5.4] 
3.27 1.56 3.63 3.78 3.2] 


9.25 5.27 9.23 13.55 8.49 
7.52 5.46 8.12 10.62 50.5 
9.90 4.34 9.72 10.93 27.3 
10.65 8.62 10.00 15.27 12.0 
9.22 4.00 7.21 16.27 = ‘158 
27.27 10.00 33.12 57.55 242 
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$6.61 1 
. $600 
eet cal 
taxl a 
>TED 
iditure of— 
Oo $1,100 
) to 
0 $1,200 
07 = $16 
30 12.7 
80 §.13 
49 8.9 
27 455 
09 22.28 
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43037. 
74 = 29.68 
45 220 
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57 35 
67 77 
8! 5.4 
78 3 
55 8.4 
62 50.5 
93 273 
27 12 
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MODEL LS-6 
(Above) 
It’s easy to step-up with 
these “PLUS” features! 5- 
Way Presto Shelf —30% 
bigger, glass-covered slid- 
ing egy yy 95° 
—Sliding Half- 
Shelf. Only . $144 
Model LS-8, in 834 cu. ft. 
rare wl acre $179.95* 


MODEL LDA-6 
(Above—Left) 
Still more ““PLUS” FEA- 
TURES! Large glass, 
sliding Cold Chest —Glass- 
covered Crisper—the 
added distinction of a 
chrome-trimmed Freezer 
Door and chrome-trimmed 


base. 
0 See 


MODEL LC-6 


Step them up with these 
“PLUS” features! New 
Stainless Steel Door Open- 
ing Trim — Porcelain-cov- 


Crtspes. Only 2a 


MODEL LSS-6 
The low-priced prospect- 
getter! Big 634 cu. ft. size— 
new gray door opening trim 
—Moonstone glass Chill 
Tray—two extra-fast Freez- 
ing Shelves— Porcelain In- 
terior—new automatic 
Len-A-Light. 
ee 


THE 
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MODEL LH-6 


New in refrigeration—the 
“Hi-Humid” model! Sepa- 
rate set of cooling coils in 
walls of food compartment. 
All glass shelves. Glass en- 
closed Hi-Humid Food 
Freshener providing super- 
moist storage. No need to 
cover dishes. All de luxe 
features. 


MODEL LR-6 Gal acces 


Complete de luxe equip- Model LH-8, in 85% cu. ft. 
ment! “PLUS” features in- Ss a Saat me $219.95* 
clude two sliding glass-cov- 
ered Crispers instead of 
one—50% more ice capacity 
than LS-6—double width 


~~. ae 














Leonard’s “Step-Up” Line 
Assures Volume Sales Where 
Dollar Profits Are Greatest! 


BUYERS “step-up” themselves when they see additional features 
at slight increase in price—especially when the price differences 
from model to model are the logical value of the additional 
features offered! 

With such important “PLUS” features as the new Stainless Steel 
Door Opening Trim . . . new 5-Way “Presto” Shelf .. . big 
oversize Crispers .. . Meat Chest... Vegetable Bin . . . and the 
revolutionary new “Hi-Humid” refrigeration system with glass- 
enclosed Hi-Humid Food Freshener—the Leonard Line makes it 
easy to step-up sales to the models which offer greater dollar profits. 

Yet the entire line is concentrated into only six 654 cu. ft. models 
and two 8% cu. ft. models. Leonard’s franchising plans give oppor- 
tunities for real volume—with proof of what department stores, 
furniture businesses and others have accomplished. 

Write or wire about the Leonard Franchise. Leonard Division, 
Nash-Kelvinator Corporation, Detroit, Michigan. 






* Prices suggested are for delivery in the kitchen with 5-Year Protection Plan. State and Local 
taxes extra. Prices slightly bigher West of the Rockies. Prices subject to change without notice. 


LINE FOR 19417! 


PAGE. 93 





gs. 27. —,) 
Mr. Dealer: 


this makes sense... 
“€27 






cl 
al 
Z ==" | 
, poe r 
> |) 
} , en 1 
; pole more “6.7 4 
4 we from ?*" 
EN glad tro SPe aKING that 4 
x e€ 
‘. ill het ca eats fish "7 
er that ws ¢ delicious ™ | 
bread, + BRON en, etc- con, et 1 
c - frankfurter®» oa ry 
uw nS» . 
P o GR preads m é jeftover® 4 
10 © 1oAsTS yisandtasty 
fie iro® warms ated * 
es oo" 


BROILKING 
DOES 
ALL 
THESE 
THINGS 


Approved by Under 
writers’ Laboratories 
Inc. Certified by Electr 
cal Testing 





Laboratory 


quickly and conveniently, without smoke or smell, 
without heating up the kitchen. BROILKING saves 
time and steps, it’s easy to clean. You can use it right 
on the table for quick hot lunches, suppers, parties, 
Sunday brunch, and to do many cooking chores at 
your regular breakfasts and dinners. 

Place a sample order for BROILKING with your 
wholesaler. Take a BROILKING “ARISTOCRAT” 
home and let your wife’s enthusiasm show you why 


BROILKINGis America’s fastest selling smallappliance. 


Write today for full information and the 
BROILKING PROFIT STORY 


INTERNATIONAL APPLIANCE 
CORPORATION 


1033 Metropolitan Avenue, Brooklyn, N. Y- 


fy i , Opy lhe ng 
. cau , (fay 
[other + 
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AAU LAINE 


AMERICA’S FINEST ELECTRIC TAG BRoiier 
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They're Going to "Blanket'’ Texas 







Tee FIRST 
MOrvsTs 

















Texas Picked as Test Area 
For G-E Automatic Blanket 


The 


its first big test. 
in use 


Carload Shipped to Merchandisers | 


BRIDGEPORT, CONN.—The = auto- 
matic blanket, subject of limited produc- 
tion and sales by General Electric in the 
last four years, has undergone improve- 
ments based on studies of performance 
in several thousand homes throughout the 
country and is now being marketed as a 
single standardized product, available in 
five different « 

\ restricted number 


paigns are 


olors. 
of test sales cam- 
promoted this 


Spooner, Jr., 


{ being 
and David C 
the P 


these 


season 
ioneer Products Section, says that 
plans are being studied to provide 
chandising methods for in- 
troduction on a national scale 

R. J. Cochran, appointed manager of 
iutomatic blanket sales, 


proven met 


has chosen Texas 


is one of the 


test areas, Admirably 
adapted to the automatic blanket because 
many of its homes are not centrally 
eated and because of great contrast in 
ts daytime and nighttime temperatures, 
Texas has responded with enthusiasm 


More than a carload of automatic blank 
ets has been shipped to the state. 
Merchandising activities have been 
indertaken by department stores in Dal 
las, Houston, and other Texas cities. On 


\ ccasions the Dallas Power and 
Light Company, has sent out 132,000 
mailing pieces on the blanket and one 


manager of | 


mat moss ABATINL 
siapnet THE WORLD 


WARM BLANKET THAT AUTOMATICALLY 
ITSELF TO TWE FICKLE TEMPERATURE OF THI AGHT 


nS ee 


first carload 


display room attendant has devoted 


time to the automatic blanket. 
The new automatic blanket is a dee 
napped, soft and buoyant, 
covering especially woven of the f 
selected wool and cotton with inher 
greater warmth insulating qualities t 


many fine ordinary blankets. It weig 


only five pounds, and the user cons 
quently sleeps under considerably 
weight than that of the three ordir 


blankets which most people use in 
weather. 

Heating wires of stranded copper 
pecially insulated are secured in 
vidual channels between the double » 
of the blanket. This wire forms a 
ing element 54x74 inches in size, | 
ducing an even warmth throughout 
bed. The overall size of the blanket 


72x86 inches, slightly longer than star 


ard blankets. It is available in blue, gr 
cedar, gold, and there 1 revers 
blanket of winter rose and sahara. 

\ special transformer. which may 
suspended beneath the bed by a ha 
reduces the regular 110-120 volt 
current to only 10 volts, 
voltage required to operate a toy 
It operates on alternating current 

4 control about the size « 
package of cigarettes makes it 
to dial a comfortable night’s sleep 
gardless, of outside temperature chan 
The desired degree of warmth 1s | 
selected, and a thermostat automat! 
maintains that standard, whethe 
room cools off or grows warmer 


1s one 


less tnat 


+ 


box 


poss 


Some Close Harmony at Bridgeport 





At the close of a recent appliance campaign in honor of Charles E. Wilson 6 
president, victory dinners were held and the boys celebrated in song. Here's # 
famous quartet doing their stuff: Fred Sinderman of the heating device section 
(back to camera); A. L. “Boney” Atkinson (face hidden) manager of the cleaner 
section; Boyd W. Bullock, advertising manager and Lloyd Hertzler, sales manege’ 
for G-E cleaners. 
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blankets leaves for Texas where departmen: 
stores and utilities will give the new produc 
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As a dealer, your biggest assets are not your equip- 
ment and inventories, but the people you have sold. 
Whether you have ten or ten thousand, your owners 
are your stock in trade. What have you to sell them? 
Can you sell a new refrigerator, range, or washer to 
last year’s buyer? Certainly not. Yet, with nothing 
new to offer them, they are frozen assets... their 
good-will means little—for years to come. 


Deeptreeze 


will turn your owners into buyers. It is the new necessity for 
the modern home. It justifies its purchase by the 

savings it effects and by the better food that it 

provides. 


1A new product—revolutionary and non- 
competitive—yet tried and proven! 


2 An appliance that saves more than it costs! 
You can prove to your customers a saving of 
$10 to $15 per month. 

3 An appliance that gives better living — cheaper! 
4 An appliance that sells easily on demonstra- 
tion! 

5 A unit of sale over $200! 

6 A real—a bankable profit on each sale! 


Deepfreeze 
1S “going places’... ARE YOU? S 


Deepfreeze spent 1940 proving its prod- 
uct and its market ... and 1941 will be 
a year of VOLUME and PROFIT! 


Deeptreeze re PHONE, WIRE 

has complete national distribution... OR MAIL THIS 

large wholesale stocks are available x6 COUPON 

for immediate shipment to your store. <~ ‘A, 
d — a 


Deeptreeze \4 : r I iti iii AULT 


/AQUEUELECUDGUDSSOUDESUVUGERUCUGEOESEQUCUOUCEOCUIOREGSOMERI..— 
national advertising is now at work. a : 
Smart promotional material—usable r Deepfreeze Division Motor Products Corporation = =«_— 
sales tools—direct mail pieces—are 2303 Davis Street, Dept. 21-EM, North Chicago, Illinois 
all ready for use in your store and in e . | at m : . 
your territory. In 1941 aggressive @ ‘ NO sea booklet: ““Today’s Opportunity for Appliance 

E Deepfreeze Dealers will reap a golden { 

4 G- harvest! 

ere's 2 

section DEEPFREEZE DIVISION MOTOR PRODUCTS CORPORATION 

cleaner 


naneger 
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| NEW LITERATURE 
ASH IN ON FROM THE MANUFACTURERS 


NO- 





YOUNGSTOWN PRESSED STEEL THE MODERN KITCHEN BUREAU 


[wo new and interesting booklets Brought out as an aid to architec: 
on kitchen cabinets and equipment | builders and all those concerned y 
have been issued by the Youngstown | modern kitchen planning, “The Pr 
Pressed Steel Division of Mullins Mig. | ciples of Modern Kitchen Planning 
Corp., Warren, O. Booklets show is a new booklet issued by the Mode; 
sizes and models of cabinets available Kitchen Bureau, 420 Lexington Aye 
and show kitchen arrangements. One New York City. All the fundementa 
booklet is designed for dealer’s own of the subject are covered and 
to use with customer and _ provides charts, diagrams and photographs jz 
space for him to tip in pictures of | clude all the latest ideas on kitche 
kitchen installations he has made in design and layout. 
his territory. It is spiral bound. 

























HARVEY WHIPPLE 

AMEMCAN ROLLING NLL “Warm Hearts With Master Kraft 

\ new folder for the use of dealers is the title of a new catalog and & 

and salesmen which quickly tells the scriptive booklet recently issued } 

advantages of Armco porcelain enamel Harvey Whipple, Inc., Springfield 

on electric ranges has been issued by | Mass., to describe their line of Maste 

the American Rolling Mill Co., Mid- Kraft oil burning and air conditionin 
dletown, O. A part of the folder tells | equipment 


‘ 
> | 
‘ " what porcelain enamel is and what it 
. will do; the rest has to do with the WAGNER ELECTRIC 
~ importance of the base metal. The 
; > | booklet is called “It Will Never Need | New 1941 Wagner fan catalog ju 
| EPA\ - , a Beauty Treatment. released. Illustrates and fully deseril 
- : the complete line of Wagner coolin 
; : | ANCHOR STOVE & RANGE COMPANY and ventilating equipment for 194] 
teat This 20-page catalog also contains in 
: . | Anchor coal stokers for domestic | stallation and application data. making 
; } and commercial use are described and | it especially helpful to dealers and con 
‘f } illustrated in two new handsome fold- | tractors using it as a sales manu 
F. , | ers recently issued by the Anchor | Write direct to Wagner Electric Cor 
a Stove & Range Company, New AIl- | poration, 6400 Plymouth Avenue, § 
| bany, Ind. General specifications and | Louis, Mo. Ask for Bulletin FU-! 
5 | capacities of all models are given in 
same good value. Self-starting. Comes in beautiful ivory finish with gold Pate me = Sees 4 mound iC - faa? 6 ¢ -chni 
: Z. omfort” is for use by retail salesmen Chuck full” of helpful techm 
color trim. In addition, there are other electric alarms, also time clocks, in presenting Airtemp’s combination | data and interesting suggestions 
wall clocks—retailing from $2.50 to $6.95. Many are self-starting. All mod- eating and cooling unit for year lighting problems, the new Guth cat 


addition to many useful sales argu- DEXTER 
ments on automatic coal stoking. 


aA The Dexter Company, Fairfil 


CHRYSLER AIRTEMP lowa, are unveiling their new line } 
an attractive and useful catalog. 





BIG BEN ELECTRIC ALARM $4.95 --BABY BEN ELECTRIC ALARM $3.95 


— ae Two new pieces of sales promotional Each of the seven new electr 
To America’s millions these two literature have been issued by the | models and three new gas mot 
names mean standout quality. Airtemp Division of Chrysler Corpora- models is featured in a two-pag 
That's why Westclox Electrics tion, Detroit, Mich. One—“The Chrys- | spread. The left hand page illustrate 


offer you a ready-made oppor- ler Airtemp Proposition” is the pres- the washer itself the Payer pag 

. T r : . -ntati > 4 irte istrict zives complete information and specil 

AND tunity. The Westclox line is com- entation used by Airtemp district | 81v‘ P ate “t _ 
% managers with prospective dealers. cations of the machine illustrate 


plete and it’s headed by Big Ben This includes all the new product Every detail from wringer to castor 
Electric. He's self-starting, has a folders and all the facts a dealer might | is described. Every question abou 
pleasing two-voice Chime Alarm, want in taking on the Chrysler air | the Dexter shown is answered. 
comes in ivory finish with gold conditioning and heating line. 

color trim, and smart black finish. Baby Ben Electric is smaller, but the Another booklet entitled “Chrysler EDWIN F. GUTH 


els are nationally advertised. Order from your wholesaler today. Westclox, round air conditioning in medium price | log covers the complete line of fluor 
LaSalle-Peru, Illinois. Division of General Time Instruments Corporation. homes. The same story presented by cent fixtures. It is a_ useful addit 
this booklet is told on an 18-minute | to your Product Reference file— 
talking film which may be used by important aid to everyone consider 
dealer salesmen. the installation of fluorescent light 












. 7 
a... J OE 





BACHELOR Electric Alarm is PITTSFIELD Electric Alarm. COUNTRY CLUB Electric 
self-starting. In ivory or blue, Self-starting. Ivory finish, gold- Alarm. Maroon finish, $2.50. 
$3.95. Ivory, luminous, $4.95. colored trim. Retails $5.95. Ivory finish, luminous, $3.45. 








%. 
*y 
ANDOVER Electric time clock BELFAST Electric wall clock. MANOR Self-starting electric 4 
is smartly designed in glass Choice of three finishes-ivory, wall clock. Choice of four gay 
and nickel. Retails at $4.95 red, green. Retail, $2.95 finishes. Retail price... $3.50. : 
Here is one of the new Hotpoint displays at the American Furniture Mart i" 
Ia . b Y WE STC LOX Ebocluc Clrchs Chicago. A complete line of major appliances is shown. The Mart's fifth floor 
Cablth is a Mecca for visiting buyers, dealers and distributors having one of the larsest 
Westclox —Makers of Big Ben and his fomily of spring-wound clocks, electric clocks, wrist and pocket watches... priced from $1.25 to $6.95 permanent displays of appliances to be seen in the country. 
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OF A SERIES OF ADVERTISEMENTS 
NO. DESIGNED TO HELP YOU SELL 
REFRIGERATORS FASTER 


Well, thanks for your time. But You help your sale when you can 
I'm afraid the price is a little prove how modern motors use less 
too high. | guess we'll make our powerand doa better job at lower-cost 
or old one do for a few years more. 


Ben Y USING this knowledge of motor 

pringfield (’ . ratings, you can show prospects 

wee oo ' : how they can actually save money by 
- buying a new refrigerator. 

By using your knowledge of another 
feature which almost every prospect is 
keenly interested in—the finish—you can 
| arouse quick interest. There’s scarcely 
| a dealer in the country who won't freely 

1 . admit that the finish is one of the first 
li things a woman wants to know about. 


talog Jus ov; . : . 
describe 
*r coolir 


for 194] ass J a NT 

nitains in - E 

a. makir : 1) ome 
i, 


; and cor | 


S manua 


etric Cor é <a And the superlative advantages of 
a FU ee , tice if } DULUX offer you one of your most po- 

.s . tent sales arguments. You can point to 
the DULUX seal and say, “Madam, this 
Fairfiel | if finish is made by Du Pont. You can see 
w line we But yours is 5 years > how white it is. After years of use it will 








>; | old. This new unit runs i still be white. In fact, DULUX has every- 
ye on a lower horsepower = a thing ... ease of cleaning, resistance to 
illustrate +4) motor. It saves money ; chipping, cracking, food and grease 

rye 3 5 every month because F stains. You'll find it saves you work.” 
illustrat F i woes lees electricity. a What prospect’s eyes wouldn’t brighten 
halag. : : : “ up? Feature DULUX in your sales talks, 
ed xahowes £5 . —early and often. Many a successful 
salesman will tell you it pays. E. 1. du Pont 

de Nemours & Co. (Inc.), Finishes Di- 

vision, Wilmington, Delaware. 














FREE eee 
SEND FOR 
THIS BOOK! 


> Du Pont has prepared a new book to help 
you in your sales. It’s called “‘How DULUX Has 
Helped in the Sale of More Than 9,000,000 
Refrigerators.” It’s yours for the asking. Just 
write to: E. I. du Pont de Nemours & Co. (Inc.), 
Room 7154, Du Pont Bldg., Wilmington, Del. 


FINISH SoS 


L_QN EXTERIOR _| EXTERIOR : REG. U.S. PAT. OFF. 
THE MODERN FINISH FOR MODERN LIVING...I¢ saves work 
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NO STRINGS ATTACHED 
to this 
PROFITABLE PROMOTION! 


* Here's a free deal that’s really free. © The two Telechron 
models shown below, offered at big savings, are being nationally 
advertised. They're top Telechron quality in every way — 
accurate, quiet, dependable. * A handsome display card for 
eat h model, and a generous supply of special folders featuring 
them, are yours without charge. ® You know that alarms and 
kitchen clocks are always big sellers. These two will move 
especially fast because of the Telechron name and attractive 
price plus national advertising and counter display. * Order 


clocks from your distributor today. 


WARREN TELECHRON COMPANY e@ 110 MAIN STREET, ASHLAND, MASS. 





RIC CLOCKS: 





This is Suerirr on its display stand. A sim- 
ilar model formerly sold for $6.25. Now this 
attractive alarm is only............ $4.25 


eter 


Cceqcereecee’ 


woeec een ERE 





Here’s KrrcHencute on its display card. A 
similar model of this convenient clock was 
formerly $4.95. Now it’s........... 83.905 





SHERIFF (Alorm) — Has an ivory-color 
plastic case. Its 34%” wide, rectangular 
dial has a cream-color center, brown 
numeral band and luminous painted 
numerals, framed by a gold-color metal 


KITCHENGUIDE — For kitchen, bath or 
game room. Plastic case in choice of 
white, ivory or red colors. 5” dial has 
red hour dots, black characters and 
grey lined center on cream-white back- 
beze! and brown lacquered front plate. ground b\/, high, 7%” wide, 2\/4,” 


4” high, 45%" wide, 2%" deep... 84.25 deep 


Telechiron 


REG. U.S. PAT. OFF 


SELF-STARTING ELECTRIC CLOCKS 


83.95 
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Fairbanks Morse Men at Omaha 







Some 75 sales representatives of the Fairbanks Morse from various midwest 
branches, gathered at Omaha recently and saw unveiled new water systems, 


washers, ejector pumps, hammer mills, 


etc. Meeting was under Russ W. Lewis, 


manager of the Dealer Division of the company. 


F-M Farm Products 
Shown at Omaha 


OMAHA—Enthusiasm ran rife at the 
recent two-day Fairbanks-Morse dealer 
line meeting held in the Hotel Fontenelle, 
Omaha, and attended by some seventy- 
five representatives of the company from 
the Omaha, Kansas City, St. Paul and 
Chicago Branches. 

Russ W. Lewis, able and energetic man- 
ager of Fairbanks-Morse’s Dealer Divi- 
sion, unveiled the many new and im- 
proved models of water systems, washers, 
ejector pumps, hammer mills, etc., all 
of which were received with much 
acclaim. 

Five new and improved models of 
“ready-to-plug-in” water systems ranging 
in price from $42.25 up, were shown to 
the Fairbanks-Morse sales organization 
for the first time. In addition a new 
deluxe 375 gallon per hour shallow well 
water system with 32 gallon tank with 
many new features was displayed. 

Mr. Lewis also announced that the 
company has planned a very extensive 
sales promotion and advertising cam- 
paign. Large amounts of space in both 
the leading national farm papers and 
in the hardware, implement and _ elec- 
trical trade papers are scheduled to run 
during the year of 1941. 

Talks were also made by Mr. Wade, 
Manager of the Carrollton Implement 
Company, Carrollton, Iowa; A. C. 
Decker, vice-president, Henri, Hurst & 
McDonald, Advertising Counsel, Chi- 
cago; H. N. Baum, Manager of Adver- 
tising Dpt., Chicago, and \% W. Millis, 
Dealer Division, Lee Madely, Pump Di- 
vision and Colonel J. R. Whitehead, Man- 
ager of the Research Division, all of 
Chicago 

Similar district meetings of the com 
pany are scheduled to take place in Janu 
arv in Pittsburgh, Pa., and New Orleans, 


Hotpoint “Hostess Club" 
New Wrinkle in Using the 
User 


CHICAGO—A practical, year-round pro 
motion has just been introduced to Hot 
point retailers, which enables them to 
cash in on purchasers’ enthusiasm for 
their new Hotpoint equipment. About a 
week after her new Hotpoint appliance 
has been installed, while her enthusiasm 
s at its peak, Mrs. Homemaker receives 
an invitation from her retailer to join 
the “Hostess Club.” The invitation, on 
a special letterhead, imprinted with the 
retailer’s name, explains that she may 
become a member, and be eligible for 
one of four lovely Hostess gifts, by 
merely sending in the name of a friend 
who has shown an interest in her equip- 
ment. If the friend makes a Hotpoint 
purchase within 90 days, the Hostess will 
receive the gift she has selected. She 
has a choice of a 3-piece, copper-clad, 


MARCH, 1941—ELECTRICAL MERCHANDISING 


of lovely china; a full double-bed 


and Wagnall’s dictionary. The j 
tation includes a return post-card for 
name of the Hostess’s prospect, and 
indication of the gift she prefers 


The prospects located by “Hoste: 
Club” members are qualified prospect 


Each has had a demonstration. Ea 
has been exposed to the Hostess’s « 


enthusiasm. Each is someone the Hos 


tess believes able to buy. Each is m 
than half sold when the salesman mak 
his first call. 

All the retailer needs to start 
“Hostess Club” is a “Hostess C 
Mailer Kit” containing 100 each of t 
invitations, full-line broadsides and tw 


color envelopes, and 400 return post 


Kits can be secured through Hotp 
wholesale distributors. 


cards. Prizes may be ordered as need 


Remington Shaver's New 
Sales Manager 


J. S. Engel of San Francisco, Cali- 
fornia, has been appointed genere 
sales manager of the General Shaver 


Division of Remington Rand, Inc. 
Bridgeport, Connecticut, effective Febru- 
ary |. 

Mr. Engel started with Remington 
Typewriter Company, selling typewriters 
in Wilkes-Barre, Pennsylvania. His sales 
ability was quickly recognized and he 
was promoted to branch manager of the 
Buffalo, N. Y., Typewriter Division. 

At the time the General Shaver Divi- 
sion was organized he was selected @s 
western sales manager, covering eleven 
western states. His organizing and sales 
ability resulted in one of the outste ding 
accomplishments in the rapid grow'h of 





the electric shaver. 


Stainless steel utensil set; a 44-piece se 


Pepperell blanket, or a 2-volume Fy 





NI’ 


NEW 
Frary 
new ] 

ynvel 


model: 


storag 
anni 
opula 
so mM: 
+f 

ealer 
decide 
able te 
which 
{ kite 


leane 









UNIVERSAL ANNOUNCES 
PLANS ON SPRING 
CLEANER DRIVE 





NEW BRITAIN, CONN. — Landers, 
Frary & Clark in presenting a complete 


new line of vacuum cleaners including | 
| 
| 













ventional type floor models, hand 
models, and cylinder type cleaners in a 
omplete range of prices from $19.95 to 
$59.95 boasts that its line is the most | 
mplete on the market. 
In discussing plans for promoting the | 
new Universal tank type cleaners, Lee | 
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dwest Moss, manager of the Vacuum Cleaner 

items, jvision of the company, says: 

Lewis “Last spring we offered in connection 
ith our leading tank cleaner a metal 
rage cabinet. This offer was so 
pular with consumers and we have had 

many hundreds of requests from 
$-piece s alers that it be repeated that we have 
e-bed s jecided to again make this cabinet avail- 
ume Fyn: fable to our dealers. This storage cabinet, 

The i vhich can be used for storing all types 

ird for + { kitchen equipment as well as the tank 

*t. and eaners, offers a real answer to the one 

ie solved problem of tank cleaner owner- 

“Host ip, that is, the matter of convenient 
prospects storage. 

on. £E In developing a new motor driven 

tess’s « rush floor model cleaner at $19.95 we 

the H elieve we have produced the cleaner 

h is m nsation of the year; it is a quality 

nan mak eaner with ball-bearing motor, nickel 
ited hardware, single nozzle adjust 

» start ent, tilting device on side of handle bail 

eon C1 nd is so far as we can determine the 

ich of frst mame cleaner available at such a 

and tw w price. It is especially designed for 

‘urn post-{gte family with a low income. The fact 

as need tht 50% of the wired homes in the 

Hotn untry today—even after 25 years of in- 


tensive cleaner selling—have no vacuum 
eaner because the owners haven't been a 
ble to buy one at prevailing prices evi- Be em 
ences need for this sensational economy Nees _ 

ader. 

“We are also offering a cleaner com- 
nation which consists of a de luxe 
del brush type cleaner and a light- 
eight hand cleaner, which retail at 
$29.95 and $16.95 respectively, for $39.95 
—which represents a consumer saving of 
Sf 95. 7 . . 

“In addition, we are offering another For vital hidden parts erties when hot are made of Monel* and 
mbination including a $39.95 floor model 

tlus a $16.95 hand model with extra 


attachments for a special price of $49.95 this maker uses 








Samson United Flat Iron with 
pend adjustable contact arm in thermostat made 
of Monel or Inconel, depending on model and its requirements. 


















































Inconel*. 


These two high-nickel alloys, along with 
F F e Te a t=] ¢ g”? So 
Consumer Campaign ia Newspapers High-Nickel Alloys “K” Monel* and “Z” Nickel*, are strong 
‘The Universal cleaner story is being : ae . : 
told to consumers in the biggest way One small group of appliances that will tough, rustless, and re sistant to corrosion, 


ithas ever been done in the cleaner his- fati 4 : : . . 
ave we . ; - itigue oO > ares > 
ds comsenp. A consbteceact never cause grief for you and your customers “* 5" and high temperatures. Built into 


newspaper advertising campaign includes : . : Ts : — electric appliance: Ay » stro ‘ 
oes ote te ae are the Samson United items shown. This whe pliances they assure strength and 
ot ; re ce ff TIC H . . ° oO >, > > sare an oN 
ithe major markets of America (in maker guards against failure of vital parts ong life.for the product, years of servic 
very state in the Union) and over 700 : : Sor the weer. and elinstnati —sT 
parate advertisements. by using high-nickel alloys. OF TNE MEST, ANG CHMNATION OF Greet Jer you. 


Our sales helps include: For example: When you offer Samson United and other 


1. A trade paper advertising program. - ‘ : a . 
pgngerdlg Ang accessories equipped with high-nickel alloy 


In the flat iron and waffle iron illustrated. 





2. Direct-from-the-factory mailing to 
#000 authorized dealers announcing the parts which must retain good spring prop- parts, point out to your customers the value 
rogram on our cleaner line for spring © a f 5 | litv c , -. Tl 
menigning. of such quality construction, That way, you 
\ 


Monel adjustable contact arm 


3. An April factory-to-dealer mailing make a sale easier and a customer happier. 










sco, Cali- 66,000 broadsides covering the com- in thermostat of this Samson United Waffle . i ; ; : 
| genera ete line. Iron retains its spring properties at temperatures encountered. For further information write direct to the 
‘al Shaver al. P —_ 
ind, Inc In addition to these sales helps, deal- makers. Or address: 
‘ve Febru: ME. *'¢ Offered attractive new metal dis- 
stands for cleaners that can be 
. ou pted to displaying the hand and floor THE INTERNATIONAL 
emin lels in groups of 2, 3, or 4 floor models 
lypewr ters 12 hand cleaners. This display comes NICKEL COMPANY, INC. 
His sales BS colors with pedestals on the right 
d and he M™ left hand sides that swing out to 67 Wall Street New York, N.Y. 
ger of the w the displaying of one or two addi- | 
ion nal cleaners. We also offer an all- 
raver Divi- a isplay stand for our cylinder type | Ce cea 
lected as ‘aners and a flasher display on the | 
HOC attle-Tale” light feature. Circulars, | 


ing eleve inter folders on both conventional and 


*'*Monel"’ and other trade-marks 

iN(O which have an asterisk associated 
mone, with them are trade-marks of The 
International Nickel Company, Inc 


and sales type cleaners, ready to print mats, 
utste ding Bplay cards, and banners round out the 
growth ot Motion.” 
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for Brewing more 
delicious & wholesome 


coffee and tea 


CORY Coffee Brewers are world 
famous for beauty of design .. . 
matched fittings and deluxe 
equipment! 


Marvelous coffee everytime... 


untouched by metal! Flavor 
protected against boiling A 
too long brewing . . . by CS 


the efficiency of CORY Filters. 
Each CORY Brewer is individually packed 


with complete equipment. Three sizes fill 
all needs. Big profits from small stock. 
Nationally advertised! 


Only CORY provides these outstanding 
patented and exclusive features: 


Safet tand 


Safety : Funne! Holder—popular CORY Glass Filter Rod—Hinged Decanter Cover— 
Decoration of glass with genuine platinum—''Easy-Grip"” Handles—2 tablespoon Coffee Meas- 
e—Formed Pour 


ng Lip—Heat-resisting Glass by CORNING—Streamline design; 
WRITE for 


wide neck— 


tr Units 2-heat (Hi-Low) atest catalog. 


GLASS COFFEE BREWER CORP. 


325 No. WELLS ST. CHICAGO, ILL. 











20° and 24” 
AIR CIRCULATOR FANS 


Popular sizes. Popular prices. 


Floor, Low stand, and Wall 
models 

From any manner of appraisal—appearance, 
design. air delivery and construction, these 


Signal 20” and 24” chrome plated air circulator 
fans have instant appeal—and are exceptional 
values. Features in addition to vertical plane 
adjustment include 3 speed operation, specially 


designed fan blades for maximum air delivery 
and quiet operation. 
fications and prices. 


Write for complete speci- 





Adjustable in 
height 4'4" 
to 7°6"' 










This feature— 
vertical plane 
adjustment on 
all models 





Also a complete new line 
of streamlined desk fans. 
Send for new 1941 caia- 
log now. 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 


Offices 


principal cities 


in all 
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25,000 Women Will Hear Message 


p of the Women’s 
League, the members of 


- the sponsorshi 


n or the 





which exceed 150, functioning through 
the Denver Electric Institute, 25,000 
women this year will hear, and see dem 
onstrated, the story of modernized wiring. 


Miss Elizabeth Rece, director of the 
Institute, who will tell the story and give 
demonstrations with special equipment 


provided by the League, is now a member 


of the Adequate Wiri ng Bureau. From 
one to three women’s clubs or other 
groups meet daily in the Institute. The 


attendance of each group ranges from 50 
to 100 women. In consideration of their 
using the beautifully lighted and deco- 


rated Institute rooms, Miss Rece, on each 
occasion, presents the story of Lighting, 
adequate wiring and, in most instances, 


kitchen modernization. 


Huge Advertising Program 


Probably the most ambitious effort of 
the Adequate Wiring Bureau this year 
will be to reach every person in the area 
served by the League through adver- 
tising of one kind or another. The first 
step in the current year’s activity has 
been taken. It embraces a territory-wide 
newspaper advertising drive, which is ex- 
pected to touch at least 200 towns and 
through the cooperation of the 
utility companies operating in these locali 
Advertising copy for this purpose 
is being provided through League head 


cities, 
ties. 
quarters 


Frank R 


pany of ( 


Jamison, 


Public Service Com- 
< le yradk , 


chairman of the 


League’s Advertising division, who is 
directing the program, anticipates that 
the advertising for the balance of this 


worth in excess of $20,000 

contractors, distributors, 

and others who have a 
adequate wiring. For, in addi 
tion to newspaper advertising, various 
company publications circulated among 
customers or employees will be devoted, 
in part, to the subject. More- 


year will be 
to electrical 
manufacturers 
stake in 


each issue, 


MARCH, 
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C 
Miss Elizabeth Rece, member of the Rocky Mountain Electrical League's Ade- sang 
quate Wiring Bureau and director of the Denver Electric Institute. Twenty-five Py 
thousand women are expected to receive the adequate wiring story through a wi 
series of talks and demonstrations that will be presented in the Institute de 
Rocky Mountain League Going 
to Town on Adequate Wiring 
DENVER, COLO.—Every known means yver, thousands of pamphlets a = 
of publicity and advertising will be called | literature, most of it orign vdis 
into play in the new adequate wiring pro League headquarters, will be me 
gram being sponsored by the Rocky 
Mountain Electrical League, according to 
4 recent announcement by George E 
Lewis, manage! And the showmanship 
which has characterized their Christmas 
Jubilee’s will be in evidence to furthe 
the cause which is under the direction of 
r. M. Foulk of Denver, the 1941 chair 
man 










T. M. Foulk, chairman of the R.M. 
Adequate Wiring Bureau for 194l. 


MARCH ‘6 
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roughout the Intermountain region. 


Radio Programs 





Ioining with the League in its infor- 
ational efforts will be several of the 
bjor companies which will devote entire 
{io programs, or parts of others, to 
wiring. One of the most fre- 
the radio programs will origi- 
the Electric Institute, which be- 
the Public Service Company of 












pledged 
billboard advertising to further 
wiring story. In some in- 
animated neon illustrations 


The larger companies also are 
utilize 
» adequate 

pnces novel, 


I] be used. 









Adequate Wiring Caravan 


An innovation of this year’s program 
ll be an Adequate Wiring caravan, by 
ich Chairman Foulk of the Adequate 















ring Bureau and members of his unit 
"5 Ade. ney to various parts of the terri- 
onduct meetings in w lich el 
onty-five , 
b tractors, architects, builders and 
r 1 1 ‘ 
——s \ oyees will receive the story 
nstitute emonstratt wiring. 


mstration adequate 
eady have 


lulled, according to Mr. Foulk. 


meetings alt 


Demonstration Homes 


ing success of three pertectly 


vonsored by the 


wired 
League last 
organization to 

promotion. 
Is now 























making 
inspection ofa 
this spring. 


ar homes are in prospect in other 





of the League’s territory. 

hairman Foulk of the Adequate Wir- 
dure eau , has just completed the per- 
nel « s group for the current year. 
et are John M. Depue, V. N. 
rretson, E. M. Rowland, C. \ Storey, 
A. Rowley, A. A. Sihler, Harry E. 
mpbell, Ralph E. Johnson, John A. 
er, Georg E. Lewis ; 


e Adequate Wiring Rese eau each 
mth during 1941 will conduct a clinic 
electrical contractors In addition, 
e will be dinner meetings and con 
tees for architects, building contract- 


Managers and engineers “a others 
pare affected by the Bureau's 


ein. 


pro 


Mutual Demonstration 


i 
yg Te 







The soap goes in this little door” says 
J. Newcomb (right) manager of the 
undry department as he demonstrates 
* new Westinghouse automatic cycle 
“tundromat'’ washer to Frank R. Kohn- 
Pémm, merchandise sales manager. 


ANDIS! 





CHRYSLER AIRTEMP 
STARTS DEALER DRIVE 


National Distribution Is Objective 
DAYTON, O.—A 


comprehensive 


| program of advertising and sales pro- 
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motion for 1941 has been prepared by 
the Airtemp Division of the Chrysler 
Corporation. The plan was presented 
in detail to the 48 district managers of 
the Division at a meeting in Dayton 
recently. 

In their talks to the field organiza- 
tion Earl Marr, general sales manager 
and Ward Barnett, merchandising 
manager, made it clear that the divi- 
sion had a big job laid out for 1941— 
first in completing national distribu- 
tion and second in aiding Airtemp 
direct dealers to get their share of the 
increasing market for air conditioning 
equipment. A minimum of 10% of the 
local share of a national market esti- 
mated at $131,000,000 for this year, 
was set as the goal in every 
territory 


sales 


Chrysler Airtemp Skit 





ISING MANAGER 


Jack Duer, Airtemp, district manager at 
Cincinnati, at desk, and Arthur Suit, dis- 
trict manager at Washington, D. C., 
right, were the authors and stars of the 
production "One of 500" which dramat- 
ically presented the Chrysler Airtemp 
sales and advertising program for 1941 
to the other 46 district managers of the 
Airtemp Division of Chrysler in Dayton 
recently. 


D. W. Russell, president of Airtemp, 
pointed out that in six years several 
millions of dollars had been spent by 
the Chrysler Corporation to bring Air 
temp to its present position of leader- 
ship in the industry. He emphasized 
that Airtemp had the most complete 
line available to dealers—competitive 
in prices and covering every product 
required by dealers in the heating and 
air conditioning business. He called 
attention to the trend toward nate 
aged air conditioning units and toward 
year-round air conditioning in the 
home. The Division’s immediate goal, 
he said, was 500 new dealers by May 
first. 


Westinghouse Plans Atlanta Building 


The general contract, for the con- 


struction of a new headquarters build- 
ing, in Atlanta, Ga., has been let by 
the Westinghouse Electric & Manu 
facturing Company to the Rust Engi 
neering apne ag Birmingham, Ala 

The six-acre building site is about 
two miles from the center of Atlanta 
Rough grading has been completed 
and structural steel work is expected 
to start in 


March 


1941 











WEBSTER ELECTRIC 


ieletal 


= 
PAT. OFFICE | 


\/ 


Amplified Intercommunica tion 


Models 105 and 110—IJnexpensive 5 and 
10-station model particularly suitable 


for smaller stores, 


Your customers need it. 
about it... they want it. 


offices and factories 


they have heard and read 
. they are going to buy it... 


Why Don’t You Sell It 


and make this profit for yourself? 


Here is something you can sell to the same 
customers who buy your other lines. Teletalk 
is a simple, inexpensive communication sys- 
tem suitable for use in small (or large) busi- 
ness and professional offices, institutions, 
plants, retail stores, jobbers, garages, doc- 
tors, lawyers, hospitals, restaurants, factories 

. the list is almost endless. Thousands of 
Teletalks are already in use in these loca- 
tions, and thousands more will go into serv- 
ice this year. Why don’t you get your share 
of this profitable business? 


Teletalk is the nationally advertised system 
of Amplified Intercommunication with 2 to 
24 stations, and choice of equipment that 
makes it flexible to meet any special require- 
ments of location or conditions. The operat- 
ing cost is negligible, and the service it gives 
usually pays its cost in a few months. 


Teletalk is easy to install... just plug into 
any light socket and run connecting wires 
between stations. 


Teletalk is not expensive .. . complete 5-sta- 
tion systems are available at $100 or less. 
Larger systems are priced to give compara- 
ble value. 
Send for catalog with complete details concerning these 
and other Teletalk models. 
iD ensed by Electrical Research Products, Inc., 


S Patents 
C mm pany 


under 
of American Telephone and Telegraph 
and Western Electric Company, I ncor porated 


WEBSTER ELECTRIC COMPANY, Racine, Wis., U.S.A. 
Established 1909. Export Dept.: 100 Varick St., New York 
City. Cable Address: ““ARLAB”, New York City. 





Model 206—A smal! DeLuxe 
system preferred for lawyers 
and doctors’ offices, architects 
consulting engineers, and exec- 
utives of smal/ businesses. 





c aati 


Model 212 — Larger concerns 
will be interested in the Model 
212 for 7 to 12 stations. Avail 
able with handset for confiden- 
tial conversations. 





Model SA-45S—Inexpensive 
microphone-speaker provides 
two-way conversation. Used for 
stations where calls need not 
originate. 


WEBSTER M ELECTRIC 


“Where Quality is a Responsibility and Fair Dealing an Obligation 


MANUFACTURERS OF TELETALK INTERCOMMUNICATION AND PAGING SYSTEMS + 


POWER AMPLIFIERS AND SOUND DISTRI 


BUTION EQUIPMENT + RADIO PHONOGRAPH PICKUPS + IGNITION TRANSFORMERS AND FUEL UNITS FOR O1L BURNERS 
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Mother's 
Business 





WARESCRAFT 


orrae freee ** 


Win 


with 








The HANKSCRAFT De ‘Luxe 
Infant Items Display 


Every new mother is an excellent prospect for many electrical items, par- 


ticularly 
winner. 
background. 
other appliances. 


8-No 
3-No 
4 No 


BABY 


*Regular 
Appliances and displays are shipped in one standard package. 
d in regular individual cartons. 


The HANKSCRAFT COMPANY, 


pac kage 


75-B Bottle 
751-B Bottle Warmer Sets (assorted) 
893 Baby 
1-No. 872 


Hankscraft appliances. 


Warmers (assorted) 


Food Warmers 


> Automatic Electric Sterilizer 
DISPLAY FIXTURE—$5.00 VALU! 
Standard Package Cost 


This new display is a sure 
A Madonna-like statuette is spotlighted against a deep blue 
Steps provide full display for Hankscraft appliances and 
Comes complete with cord and bulb. 


SPECIAL DEAL NO. 


194] 


Your 
Cost* 
$ 5.20 
4.74 
3.69 
3.15 
FREE 
$16.78 


attention 


Order yours now. 


Sellin« 
Price 
$ 8.0 
7.5 
5.8 
5.0 


$26.3 


Your Profit $9.57 


Each appliance is 


Madison, Wis. 





VO 


EAST 


PAGE 





“CONSUMER MOVEMENT” 


With the graph of residential load moving 
constantly into higher brackets — 


another phase of 
is presented — 


consumer movement 


another evidence of the need for core 
in the character of appliances which not only 
build the load but support it through ade- 
qvate service. 


Performance tests against industry specifi- 
cations* have proved effective in this vital 
consideration 


*A booklet with case exam- 
ples of this procedure will be 
mailed upon request 


END AVENUE AT 79TH 
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KNOW — BY TEST 





YORK 


Non-electrics for Store 


Traffic 


Some Interesting 


Ideas Used in B. C. 
store traffic 


EVELOPMENT 
seems to be the main objective 


of electrical appliance dealers through- 
out British Columbia, and whether it 


be in Victoria, Vancouver, Kamloops, 
Vernon or Nelson, the complaint is the 
same. “Electrical appliances in them- 


selves do not draw enough people into 


the store, we have to provide some 


other inducement.” 

used. One Vic 
English 
sold these out at a 
of profit, but on 
Customers could 
firm refused to 
cents per week, 
cash at the 
traffic, es 


1 
Salesmen, 


Divers methods are 
found china 


the answer and 


toria hrm was 


very narrow margin 


nent basis. 


the install: 
cash rhe 
accept more than fifty 
had to be paid mn 
store. This built up store 


tablished e¢ mtacts tor the 


ult up a prospect list, and enabled 
the store to ring up a new high mark 
in appliance sales during the six 
iths that followed 
Sheet Music and 


Song Hits 


Electrical dealers in Pe 


‘nticton, Vic 


toria, Nanaimo, and a few other 
known points in B.C. have adopted 
sheet music as the drawing card. The 
latest song hits are featured in their 
advertising and windows, and _ this 
brings volume of traffic. 

One big electrical concern in Van- 
couver, another in Kamloops, and one 
in Nelson features novelties and gifts 


of various types, while a much larger 
number add these lines to their stock 
for the Christmas season. Phonograph 
records have been utilized to advan- 
tage by other dealers, and a few have 


furniture. In 
nything that will 
into the 


Ided certain lines of 


brief draw 
electrical 
make an appeal 
varieties of merchan- 
tried. One electrical 
secured a sub-post 


more 


pe yple store than 


appliances seems to 
ind innumerable 
dise are being 

dealet even 


~ } = - 
tranchise tor this reason. 


Ilg Fan Display 


Dealers are finding this Ilg demonstrat- 
ing display for windows, counter or ac- 
tual home demonstration answers a lot 


of questions 
"portable" 


when demonstrating Ilg 
kitchen ventilating fans. 
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TURN ANYTHING ELECTRICa, 
ON AND OFF REGULARLY 


For Window Lights, Signs, Heat, 
Fans—Hundreds of Useful Jobs 


Four 
Little 
Giant 

Models 


Selt-Starting 


Ratchet Setting Dial; One Minute A¢- 


curacy; Hinged Cover; Lots of Room; 
12 Knock-outs; 1 R.P.M. Indicator 
- 
191 A—Single Pole, 20 Amp. $12.00 
1191 —Single Pole, 35 Amp 13.00 | 
962 A—Double Pole, 20 A. ea. 14.00 
1962 —Double Pole, 35 A. ea. 15.0 
Apt. House, 2-S.P. Circuits 22.50 


Sixty Minute and Four Hour Timers 


Dealers Cosh Price 30°, From List 


5% on Two or More 
Carried by Jobbers Everywhere 
FACTORY REPAIRS 


There 3 iv 1s 
th of To po? 


pint ¢ 


an 


sa 





Clocks e Many Vv we 
are obsolete Set 10 
complete informa Sh fo, 


tion about repairs DEAL E 
and when to recom- FOLRA 


mend epiacements. 
AA, EF U 


Lf 
VERNON: NEW YOR) 


re’s Of 





office 
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Notice « * ° 
to MANUFACTURERS’ AGENTS 


As a service to the electrical ap- 
pliance industry, ELECTRICAL 
MERCHANDISING maintains 4 
record of all manufacturers 
agents serving the appliance field. 

These records are revised peti 
odically, at this time. 

If you are not now listed with 


ELECTRICAL MERCHANDIS- 


ING, or if you are listed, but the 
status of your business has 
changed in any way, as ¢ vered 
by our records, write at once, 


ELECTRICAL MERCHANDISING 


Business Department 
330 West 42nd Street New York, N. ¥: 











1941—ELECTRICAL MERCHAND!S! 





sTRICAL 
ARLY 


Ss, Heat 
ul Jobs 





Idea? 


It’s Practical— 
and Sales-worthy 
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ve. int Out The Facts... And 
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G Sk for 


4,8 to 1 You'll Make a Sale 
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C003 
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norey 
cH 


* 


re’s one of the most popular ideas 
summer comfort that ever hit the 
ket! It’s effective—it’s econom- 
l~it takes home cooling equip- 
at out of the luxury class! 


YORI 


ih a Breez-Air Fan installed in 
attic practically every home can 
joy the comfort of modern cool- 
g throughout the sultry summer 
aths. The fan is operated after 
down, pushing out the accumu- 
ed hot air, drawing in cool night 
. It provides the most economical 
cooling money can buy! 


alo Breez-Air Fans are quality 
it down to the smallest detail, 
quiet in operation and so eco- 
mical. Cash in on this popular 
me cooling idea! Your market is 
imited! Better write or wire 
lay for full details. 


FFALO FORGE COMPANY 


+f 205 Mortimer St., Buffalo, N. Y. 


~ AGENTS 


trical 


“TRI 
aint 
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1s¢ 
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uns 4 
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field. 
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with 
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BREEZ-AIR 


has 
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The Quality 


=a, 4ome Cooling Fan 





People Like Pictures 


HY 


lealers do not hang up pictures 


more appliance and radio 
on their walls is a mystery to Stanley 
H. Almas of K.L.A. 
Detroit. For people 
Almas found, 
with 
yourself and the 
that it 
Wi ‘ their gold 
enough millionaires some ot their gok 
s bound 


Laboratories in 
like pictures, Mr. 
and a pl ice lined 

both 
store. There is an 
around 


has 
them reflects prestige on 


old saying you are 


to rub off on you, and the 


same 18 true with pre stige 


Grandchildren Break Ice 
for Grandma 


JOU’D never think that pictures of 
two cute grandchildren would have 
any place around an electric store, but 
they’re the greatest little things in the 


world to help one woman _ get 


acquainted with another, according to 
Mrs. Cl r A 


neste! \ 
Electric Co., m1 


Nearly every pri 


Evans of the Evans 

ngton, Indiana 

1 spective customer 

has children and kids are a great com- 

denominator to help 
Mrs. Evans trots out the 


pictures on her prospects at the drop 


mon one get 


acquainted 


ften drops it herself. 


of a hat and « | 


Mrs. Evans trots them out at the drop 
of a hat. 
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TWE NEW 


ARMSTRONG Delve IRONER 


WITH EVERY WASHER 


®@ Here's the sure-fire plan that makes the sale—Every time you sell a washer, send 

along a new Armstrong DeLuxe lIroner for a free trial. Any housewife can operate 

it without special instructions and few of them 

will let the Armstrong go after they have done SENS ATIONAL— 
Low Priced IRONER TABLE 


a week's laundry on it in one-half the usual 
time. 
If sale is not made, you have nothing to lose, *Modern 
as you are not put to any refinishing expense design f'n- 
and as we supply a new cloth cover. ished in 
The Armstrong DeLuxe is today’s biggest ironer %° Uble- 
value. 21-inch roll, thermostatic 3-heat con- baked 
: ~ white en- 
trol. Approved by Underwriters’ Laborato-ies. amel. Plenty 
Reiails at $29.95. of knee 
room 


Shelf be- 

neath to 

store ironer 

when not in use. A big price leader 
to feature in advertising. 


Wire or write for complete details to Dept. EM. 


ARMSTRONG PRODUCTS CORP. 


HUNTINGTON, W. VA. 


THE PROCTOR CHAMPION 
SPEED IRON—MODEL 970 
WITH A 
“FOPHET™" 
NICKEL-CHROME 
HEATING ELEMENT 


MAKE SURE THE APPLIANCES YOU- SELL 
CONTAIN “TOPHET” ELEMENTS! 


WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY 


© 
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UNDISPLAYED RATE: 


Min 
in small bls 


$1.00 pe ine per insertion 
harge $4.00. (First line 
face type.) wth act 
as a line. Discount of 10% 


1 advance for 4 





WHERE TO BUY 


Parts, Services 


mum 


ons of a line co ent 
if full pay- 


con 


s of undisplayed ads 


& Accessories 


DISPLAYED RATE: 


$12.25 per inch per insertion. Contract 
rate on request. (An advertising inch 
is measured vertically %” on one 


column There are 4 columns—45 


inches to a page.) 




















Head) e your efrigerator ranges 
radio n cabinets with 
ORANGE \ IL L E fully rubber ip 
holste trucks. The only truck with 





patented quick change ratchet nose. Rub- 
ber tired wheels, and completely rubber 
upholstered throughout 
ent sizes. Write for details and prices. 


ORANGEVILLE MFG. CO. 


Manufacturer 


s complete line of Floor Trucks 


GUARD 
PROFITS 
with 
SAFE 
HANDLING 


ade in conveni- 





(ORANGEVILLE 5} 


—~—— 


ORANGEVILLE 
(Columbia Co.) PENNA. 








LLING : 
EMPLOYMENT 





SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 


See January Issue for Advertising Rates 


MERCHANDISE 
BUSINESS 




























Get these 
Great 
Traffic 
Bulletins 
es 
Write for 
Interesting 


Price 
Schedule 


Here are low priced sales builders that 
give permanent customer satisfaction 
without headaches or kickbacks. 
keep your profits! 

perfectly rebuilt from brush to 
handle grip. Once sold they stay sold! 


MILBERN VACUUM CLEANER CO. 


"Recreators of Vacuum Cleaners" 
241 W. 23rd STREET, NEW YORK CITY 


You 
All leading brands 























D 


C. E. SUNDBERG CO. 


TO RECOGNIZED SERVICE 


EALERS — OUR LATEST 


188 PAGE CATALOGUE OF PARTS 
for 
WASHING MACHINES 
IRONING MACHINES 
VACUUM CLEANERS 


Increase your profits on parts and service. 


Send for your catalogue today — But don't 
wait — the supply is limited! 






615 W. 79th ST. 
CHICAGO, ILL. 

































































SELLING 
OPPORTUNITIES 
OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 




















OPPORTUNITY OFFERED 


SALESMAN Old, highly rated w Vashing “Ma- 


chine Manufacturer wants aggressive sales- 
) Southern States; also New England. 


cellent future for good man. Write for de- 
SW-593, Electrical Merchandising, 520 
N. Michigan Ave., Chicago, Ill 


For sale established 1923 averaging abo 
$30,000 per year gross located in one of t 
fastest growing western cities having 85,0 


bop pulation 
M.S., 2232 Florencita Drive, Montrose, Calif 


_ BUSINESS OPPORTUNITY 





Elec trical Repair Shop 


Owner wishes to retire. Addr 





unvent DBDATENT i225 IDEAS 
my FREE srrevsiot |] Seu, @ 


Sebme the NAME rou wish to Regrter 
Send 2 Stetch or Model of vour vention be 


@ Z H POLACHEK e 
1234 BROADWAY: mew vonx- AT 3151; 
Phone :\ngocre $-3088 
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This entirely new type 
10-inch Delco North- 
easter has everything 
to make it sell and is 
the greatest value we 
ever offered. 


The cylinder can be extended 
from 51/4 to 13!/5 inches to fit 
any wall. The ivory white grille 
is most attractive, and the 
new semi-wide blades very 
quiet and powerful. 


The pull chain operates the 
"start and stop" switch and 
at the same time opens the 
outside door. When the fan is 
stopped, this door is firmly 
closed so that it keeps out all 
cold, snow, or rain. 


Send for the 
1941 Catalog 


See the other new model 
Vent, Air-circulator, and Desk 
Fans, and the new sales helps 
that will make the complete 
line of Delco Fans the most 
profitable fan line you can 
handle. 





DELCO APPLIANCE DIVISION 


*ENERAL MOTORS SALES CORPORATION 


ROCHESTER N 


| units. 
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Light Conditioning Sales 











me 


es SONTINUED FROM PAGE 


“Was it 
globe ?” 

“Yes, it was.” 

“Was it like this adaptor that I have 
here ?” the complete en- 
closing unit. 


an all enclosing glass 


showing me 


“Yes, this is just exactly like I had | 


in my kitchen.” 


Mrs. Evenson explained that the 


Power Company sells only the com- 


plete unit and that | only needed to 
replace the glass part. 
the names of 
vicinity who stocked the separate glass 
She said that - they 
mended 100 watt A lamp bulbs to go 
into this enclosing unit. 

I said that I had only been using 


two dealers in 


a 60-watt 
was plenty of light because my light 
bill was big enough already and that 
I did not want t 
bulb. 


Immediately 


» use such a large 


she took me 


| Light Conditioning Center, opened the 
| Guide, and showed me the cost figures 


on the operation of a 60-watt A com- 
pared to a 100-watt A. She 
marvelous sales talk 
for me to use the 


gave 
on why it 
100 
in order 


me a 
Was necessary 
watt in the enclosing globe 
to have it produce the amount of light 
the manufacturers said it would when 
they made the glass enclosing globe. 
“If you cannot buy the glass part 
at Sears-Roebuck or at the other 
ers whose names I gave you, will you 
please be so kind as to call me and | 
Home 
will be able to 
» get the unit or she 
explained 


deal- 


shall send one of our Service 
Advisors 


te)] } 
tell vou where 


out and she 


will bring it with her,” 


Mrs. Evenson 
Tells of Home Service 
She gave me a complete story on 


the Home Service Department opera- 
tion, asking me if I had any electrical 
appliances with which I needed help 
or if I had any that I was not using. 
I told her that I mixer 
and roaster that I have 
but that I 

So I am 
one of the 
rs assist me with 


, 
nave 
and 


a new 
new 
the 
never used a 
going to call 


Home Service 


used roaster before, 


have mixer. 


and have 


Advisé 
my mixer. 
“Before | 


buy this 100-watt bulb, 


She gave me | 
that | 


{ 


recom- | 


A and that I felt that that 


what about the blue bulbs for kitchens? | 
Some of my friends are using them | 


and seem to like them a great deal.” 


Mrs. Evenson explained to me in a 


| very clear manner why it is not nec- | 
She then | 


essary to use daylight bulbs. 


took me over to the Pin-Up display | 
and showed me the 3-Light Pin-Up | 


Lamp. If I had not just purchased 


one the day before in the downtown | 
electric shop, I certainly would have 


bought hers. 


In my estimation, Mrs. Evenson 


gave the outstanding sales talk of all | 


the Power Company 
Expenditures: 


electric shops. 
100 Watt A $0.15 
Prize 1.00 
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MR. ACORN, OF THE ACORN COMMERCIAL LAUNDRY COMPANY 
IS THE WINNER OF THIS BEAUTIFUL DOOR PRIZE! 
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Income Tax begins at 6% on 


“Canada in War Time" The 
yver $750.00 for a single person and 
yver $1500.00 for a married person 

the at- | 

tached schedule. 


+t . ] . 7. - 
with a scaled increase as pet 


In looking through your February The information as you have printed 
Merchandising it will only tend to confirm the erron- 
eous information that the vast number 
%§ our cousins across the Border has 


issue of Electrical 
: received this morning 
we were quite pleased to note an a1 


i 
War Time” by 


ticle on “Canada In 


Tom F 
However, the 


Blackburn has 


in connection with Canada’s war time 
effort. As you will note that from 
the scale of income taxes on the sched- 
mentioned earning 


Blackburn. 
nformation that M1 
those 


reported to you in con ule above 





nection with National Defense Tax 4Vé€rage incomes are participating to a 
and Income Tax is incorrect. He has great extent in war time costs. 
confused the two items. We know that you will be only too 
For your information we are doing happy to compile a comprehensive ar- | 
far better than Mr. Blackburn has ticle which will point out to your many | 


found out in connection with payment readers the actual facts of the case. 
sts. The National De- 
fense Tax is 2% on i 
gle person over $600.00; 3% if over 
$1200.00; 2% on a mart 


ried person of 


of War time . 7, 
G. T. Davison | 


incomes Of a sin- . 
Secretary 


The Coffield Washer 
Hamilton, Canada. 


‘ompany, Ltd., | 
$1200.00 
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